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Dotheboys Hall doesn’t take Punch 


A few gaunt colleges believe in the sinfulness of laughter, and hence in the 


devilish influence of Punc The more enlightened or expensive public schools have their libraries littered 
with copies which are read from cover to cover by just the type of boy or girl who will grow 
up to be a “* monied reader”. Since parents read Punch too, the grand 
total of those whom lunch persuades to laugh adds up, according to the latest and most intensive 
independent survey, to some 5,460,000 per week. This means only 0.32d. per 


single column inch per 1,000 readers. 
»pervasive...persuasive 


GOES FARTHER THAN FIGURES 


JOHN L, VERRINDER, ADVERTISEMENT ManNacer, “PUNCH, 10 BOUVERIE STREET, LONDON, E.C.4. TELEPHONE CENTRAL 9161 
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Technical Press 
Data 


Sirn,—-1 have read with interest 
the recent articles and correspon 
" dence regarding circulation data 
; for the trade and technical Press 

As a space-salesman on a pro 
: minent technical journal which 
) has provided for many years the 
: 
‘ 
- 
. 


information your contributors 
rightly call for (and has flourished 
sccordingly), may | offer a few 
observations from my experience 

! A compelling for 
technical journals being secretive 

; about circulation and coverage 1s 
that figures, if published 
would in many cases show a very 
undesirable state of affairs from 
the advertiser's point of view. It 
is Very much simpler to give a 
verbal statement, such as “Our 
circulation is about X thousand. 
2. Another reason for 
secrecy is that competitive 
journals may be known to 
supenor circulation and coverage 
4. Since agencies 
and qualified advertising mana 
‘ gers should be most 
upon being provided with authen 
ticated figures, why many 
of them book space in journals 
which provide no reliable figures 

at all? 

4. A current phrase used in 
selling space in such journals 1s 
“Circulation is not everything 
This is certainly true, but an ad 
vertiser is entitled to some yard 
stick the potential use 


reason 


such 


such 


have 


advertising 


.heane 


insistent 


do so 


to measure 


of 1 journal and) circulation 
among the trade « erned Ws 
surely of vital importance? 

No advertising agent or adver 
tising manager would dream of 
buving a car without knowing the 
rated horsepower number of 


ind other relevant in 


Why then 1s 


cylinders 
formation 


idvertis 


ing space bought in journals 
where analogous uformation 
nt given’ 

As long as some journals hay 


-. se. © 


LETTER 


EDITOR 


vastly superior coverage to others 
| fear that a general adoption of 
genuine circulation details 
never come from the publish 
trade itself, as has been imple 
n some of your articles, and 


remedy undoubtedly lies in 
hands of advertisers and 
agents, or the established 


tising bodies such as the \ 
PUZZLED 


(Name and address supplied.) 


“Cannot Be Right” 


Sirn,-—Mr. Frederic R. Gamble 
contention in his address at tne 
L.1LP.A. luncheon that the preset 
system of remuneration for adver 


tising agents, though not perfect 


works, and that, therefore, there 
is no reason for changing im 
plies weakness It m BNt aiso O« 
said that slavery worked so why 
should wt have been abolished 
Remuneration by commussio 
he stated is a great incentive to 


the agent, He omitted to 
that only where spaces 


mention 


ind cir 


culations were large could this 
irgument be substantiated 

His further statement that if 
the results are successful for the 
advertiser they are successful to 
the agent 1s, of course, true, but 
what has that to do with the 
system of remuneration” 

Remuneration by commission 


places the buyer of space acting 
on behalf of 
agent in 


That 


advertiser aS a 
the hands 
cannot be 


an 
cognised 
of the seller 


W. H. GOODCHILD 
114-115 Holborn, EC 


Does Not Apply To 


Britain 


SIR In your issue of June | 
I notwe a paragraph to the effect 
foreign currency will be a 
d in payment for advertis 
ice in the official fair catalogu 
1 should like to correct this in as 
) aS HM does not app 
( it Britain 
Currency regulations in tt 
ry do not permuat the Lond 
tt of the trade fa to accep 
1 sterling payment espect 
vuivertising spac \ fy 
{ ire advised that the na 


| 
() Dik I ti A | 


to apply y through 
their bankers to t Bank of 
to trans 

ar equiva 

neies are 


ttach copy 
n to their 


k of Eng 
0 indicate 
it advertising is open both to 
x tors and non-eahibitors. A 
number of British f $s who are 
ot ex ng have ide use of 
this outstanding sdvertising 
edium which w an initial 
ssue Of 100,000 ¢ 1 should 
iiso like to mention that the 
Bank of England passed a; 
plications in this ct with a 
emarkable speed i tirms have 
lot CXpe need a delays in 
iving ic ip cauons deat 
with 
\ P WALES 
First US. Internat 
Trade Fan 
16-22 Shelton St, W.C 2 
7 7 
Take It From 
Where? 

Sire What ther » marvel 
lous about the words “TAKE 71 
FROM HERE” t Evening 
News Johr Bu d Wills 
Embassy cigarettes e 10 Use 
this meant ViCSS ‘ ssion ! 
their pubiicit 


RICHARD 
59 Fleet St. E.C4 


WINSLOW 


Copyright In 
Advertising 


Sie I wond 1y legal 
ded advert can tell 
rc WwW ther } cement 
the Press ! or any 
t mece Of s 1 publicity 
s ga € ! creative 
work ith ect to the 


1 am think cular of 
srip ca layout 
Ww Pp morning 
; t ox j what an 

i ! > firs 

id J k rest, ©X 
) e would 
va ad ! d dec 
The st s once a 
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laying out 


very forceful way of 
f s, but lo 


4 Sales Si in Pr 
my mind repeat 
reduced ut to 


ed copyings have 
about one-tenth of 


its erstwhile ittention-getting 
power 
J. R. BUSHBY 
4 Su Park 
Caveh Belfast 
The actual layout and 
f an advertisement are pro- 
te 3 col right, and some 
stances oy but this pro- 
tecti v certainly not extend 
fo a speci ype of advertisement 
such as using the cartoon 
sirip technique 


Editor.) 


Two Right Feet? 


Sir Mr. H. W. Jacobs (Vune 
1} claims that Copytaster was out 
of order in criticising the draw 
ing in the Shell advertisement and 
illustrates his argument with a 
sketch 

But Mr. Jacobs's figure, like 
that in the Shell advertisement, 


has two right feet 
fF. A. WREN, 
Manager, Sales Promotion 
Department, British Cellophane 
— Lid 


O'Connor London 
LS.M.A. Chairman 


At the annual meeting of the 
London branch of the Incorpor 
sted Sales Managers’ Association 
to-day (Thursday) Mr. Shaun P 
O'Connor will succeed Mr 
George La Nicce as ¢ rman 

Th f vin ippointments 
ind electio will be notified 
vice-chair J. B. Barker, E. ¢ 
l James Black; hon. se 
t { Lee non, treas 
Barton execulive ¢ 
L. G. Adam Ralph ¢ 
Collischon a 2 : 
( Hudso Stanley 
W. M. R. Jeffreys. C. C. Knights, 
F. R. MacCrindle, L. E. Room 
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JOHN BULL gives you a basic family coverage of the witele 
nation (established for over 40 years) which can be thé apear- 
head of a big ¢ampaign or the backhone of « small Gn.” 


BRITAIN’S BIG BASIC FAMILY WEEKLY |. 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, WC.2. ALL-BOUND VALUE AND A SQUABE GUARANTER POR A STRAIONT LINE # 
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THE TATLER HATES TO INTRUDE, BUT AD. 
MEN GOING ON HOLIDAY ARE REMINDED 
THE CHRISTMAS NUMBER APPEARS 
MID-NOVEMBER; CLOSING AT THE END OF 
JULY, ALL COLOUR IS SOLD, BUT A FEW 
B.& W. PAGES ARE AVAILABLE. RING 
HOL.6955-M®CARPENTER WILL GIVE YOU 
DETAILS. BUT DO IT NOW- BEFORE YOU GO. 
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Bishop Invites Young Americans To Attend 
1951 Conference As Guests 


WARM WELCOME FOR BRITISH DELEGATES AT DETROIT 


A band of young people in the American advertising business, to the number of 50 or 100, 
selected through clubs and associations, has been invited to attend the International Advertising 
Conference in London next year as guests of the organisers. 

This invitation was extended by Mr. F. P. Bishop, M.P., chairman of the Advertising Association 
Executive, when, as leader of the British delegation, he addressed delegates to the 46th Annual 
Convention of the Advertising Federation of America, held at Detroit last week. 

The delegation, which also included Mr. Norman Moore, Mr. lan Harvey, M.P., and 
Mr. Drummond Armstrong, was given an enthusiastic reception, and there is good ground for hope 
that the United States will be strongly represented at the 1951 Conference. 


The British delegation’s visit 
was recognised as one of the 
Convention’s outstanding fea- 
tures, states a Reuter correspon- 
dent in an exclusive report for 
ADVERTISER'S WEEKLY 

Its members were warmly re 
ceived, and the invitation to at 
tend the 1951 Conference, first 
given at a Convention luncheon 
and then formally at a business 
session, was greeted with pro 
longed applause 

Although the invitation had to 
be formally accepted by the 
Federation's Council, there was 
no doubt that a representative 
delegation would be in London 
next year 


July Date Is 

Most Suitable 

It is impossible to give an est: 
mate of how many U.S. people 
will go to the London conference, 
but much interest’ was shown in 
the presence of the British dele- 
gates, in what they had to say, 
and in the invitation they gra- 
ciously extended,” a Federation 
spokesman told Reuter 

“July next year will be a most 
suitable date from the Federa- 
tion’s point of view. Our own 
1951 Convention will be heid 
from May 6 to 9, an unusuaily. 
early date for it. This will give 
ample time between the Federa- 
tion’s meeting and the London 
conterence American advertising 
people will be able to take in 
both, and we are very happy that 
there is no conflict of dates.” 


July, he added, was a month 
when business was relatively 
slack, and most advertising men 
took their summer holidays 

After Convention officials met 
the British delegates in Detroit, 
they made a gracious shift in the 
arrangements for the official 
luncheon on the opening day at 
the Book Cadillac Hotel 

Mr. Eric Johnston, president of 
the Motion Picture Association of 
America was the scheduled 
speaker. When business detained 
him abroad, the four Britons 
were given the post of honour 

Presiding over a company of 
S00 was the general chairman o* 
the Convention Committee, Mr 
Elliott Shumaker (general adver- 
tisement manager. Detroit Free 
Press) 

Mr. Bishop, in his address, said 
the purpose of the British dele 
gation’s presence was to invite 


4 WEEK 


NORTHCLIFFE 


NEWSPAPERS 
Advertisement Director, R. H. PENNEY 


delegates to Britain for the Inter 
national Advertising Conference 
(Britain) to be held in July 1951 
The Conference would coincide 
with the Festival of Britain which 
was being organised to mark the 
Centenary of the Great Exhibi 
tion of 1851, opened by Queen 
Victoria in Hyde Park. The main 
feature of the 1951 Festival would 
be an Exhibition on the South 
Bank of the Thames, demonstrat 
ings Britain's contribution to 
Science and Industry 

Neat year Britain would be ai 
home to all the world and it was 
their desire that their friends tn 
advertising should come and visit 
the country. A further reason for 
extending the invitation was that 
the International Conference 
would coincide with the 25th an- 
niversary of the formation of the 
Advertising Association, which 
itself was born out of the great 


GROUP LIMITED 


Wembley Convention in 1924, On 
that occasion British advertising 
had 2,500 visitors from the United 
States. Some of the visitors on 
that occasion were present there 
to-day and shared their memories 
of that great meeting 

In Britain, advertising had been 
through many difficulties, some of 
which still = persisted The 
physical difficulty was due to 
shortage of newsprint. In Britain 
newspapers were still limited to 
six pages and had been down to 
four, The result was the develop 
ment of new techniques in the 
use of small spaces 

In many fields the need for 
relling had temporarily dis 
appeared-—for example, in the 
motor industry The result had 
been that advertising had ex 
tended into new fields of public 
information and education. Thus 
it was helping to justify the export 
trade and to make it popular 


Questions About 
Nationalisation 


Members of the delegation had 
been asked many questions about 
nationalisation So far, nation 
alisation had been applied only to 
industries which were more o; 
less natural monopolies—coal 
railways, electricity, gas in 
these industries advertising played 
a large part in creating public 
acceptance of the new status 

In other cases of industries 
threatened with nationalisation 
iron and steei, sugar refining, in- 


(Turn to next page) 


“IN THE LIFE OF THE “GLOUCESTER JOURNAL”- 

News, Views and Interest 

Features 
50 EVENTS dhe 


50 LOCAL DISPLAY 


ADVERTISEMENTS 


2 NATIONAL DISPLAY 


ADVERTISEMENTS 


COLUMNS OF CLASSIFIED & 
AUCTION ANNOUNCEMENTS 


Carmelite House, London, E.C.4. Telephone :* Cen. 6000 
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Sir Harold Bowden Succeeds Ryan As 
I.S.B.A. President 


Sir Harold Bowden (chairman, 
Raleigh Industries Lid.) was 
elected president, Incorporated 
Society of British Advertisers, in 
succession 10 
Mr John 
Ryan (vice 
chairman, 
Metal Box 
Co., Ltd.) at 
1S.B.A.’s fif 
tieth annual 
meeting, 
the ¢ 
Royal, 
don, 
Thursday 

Mr. C. B 
Wrey (Im 
perial Tobac 
co Co.) 
chairman 
and Mr. P. G. E. Warburton, a 
former chairman, paid a warm 
tribute to the services that Mr 
Ryan has rendered to the Society 
for more than twenty years, for 
much of which he was hon 
treasurer. Mr. Ryan was elected 
a vice-president 

The executive 

1950/1951 comprises Messrs 
F. W. Paul Corbould, G. Gordon 
Hargrave, M. Pick, Sidney Roger 


Sir Harold Bowden 


committee fo 


BRITISH DELEGATION 


son, Louis Ruff, W. C. Thiele, 
Clifford Turner,’ N. Vanham 
Payne, Douglas Wilson, C, Alan 
Wood, C. B. Wrey 

Newcomers to the committee 
are Mr. Louis A. Ruff, chairman 
of the Society's Scottish Section 
since its formation in November 
1948; and Mr. F. W. Pau! Cor 
bould, chairman, 15S.B.A. Radio 
Committee and one of the 
Society's representatives on the 
Code of Standards Committee 


E.C.A. DOLLARS 
FOR CANADIAN 
NEWSPRINT 
E.C.A. has authorised the 
expenditure by Britain of 24 
million dollars to purchase 
Canadian newsprint over the 
next six months. This is to 
finance the 25,000 tons the 
Newsprint Supply Co. has 
been given permission by the 
British Government to buy. 


Littlewoods Chain Stores Start An 
Advertising Campaign 


Littlewoods chain stores are to 
begin advertising, with the 
intention of challenging the 
department stores in each town 
where there is a_ Littlewood 
branch 

This is claimed to be the first 
trme a chain store of this type 
advertised on the scale 
planned 

The chain store part of the 
Littiewood account has been 
taken over by Wilson Advertising 


has 


AT DETROIT 


(Continued from 


dustrial issurance--advertising 
was being vigorously used by pri 
vate enterprise to justify its posi 
tion as servant of the consumer 
and to defend its freedom 

In this conflict the power of 
advertising was being demon 
strated more than ever-—-and he 
believed that those who wielded 
that power were more than ever 
conscious of their responsibility 
as servants of the public 

“Advertising in Britain to-day is 
in a healthy and lively state 
despite all difficulties.” com 
mented Mr. Bishop 

But come and see for 
selves how we are getiing on 
he continued. “We wanr 
come not only fo Se 
may have to show, but 
vet the benefit of all 
to tell us 

“Above all, we should like to 
have as many as possible of your 
young people to come The 
future of advertising, in your 
country as in ours, is in the hands 
of the young people, and we want 
them to get together 

“We have a proposal to mak: 
on this, which comes 
Clubs and Associations—and by 
the wav, | should like to say that 
one of the most 
thines in British advertising 
day is the growth of the 
movement We should like 
suggest that you-—-through your 
clubs) and associations -mighi 


your 


Vou 
what w 
also fe 


vou have 


from our 


CNCOUTARILN? 


preceding page) 


find it possible to send over to 
is next year a number of your 
sung people—perhaps 50 or 100 
selected in whatever way you 
think best; and we on our side 
would be delighted to make them 
uur guests for the period of th 
and perhaps for a 
tour of Britain afterwards.” 
At a later business session of 
Convention, Mr. Bishop ex- 
ided the formal invitation from 
Advertising Association to the 
ration to attend the 1951 
ynference. This took the form 
nessage from Lord Mackin 
osh, chairman of the Organising 
Committee, which was read, and 
which was in effect, a resumé 
of the address he gave to the 
recent Advertising Association 
luncheon 
We hope.” he added to this 
that you will bring your families 
with you.” 


Drummond Armstrong 
To Visit Canada 


Mr. Drummond Armstrong. 
director of the Advertising Asso 
ciation, who was a member cf 
the British delegation to the Ad 
vertising Federation of America 
Convention at Detroit, has ac 
cepted an invitation to attend the 
innual meeting of the Canadian 
Advertising and Sales Federation 
to be held in Toronto on June 
13 and 14 


(C onterence 


‘ 
ofa 
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Ltd. who launched separate cam- 
paigns last week from their 
London and Manchester offices 
Local papers are bei used in 
areas covered by the Little- 
woods stores, bee 
London and Manchester 
extending shortly to Brighton 
and Ramsgate 

The campaign wi! 
“new low prices” (not 
£2) obtaining at the 
emphasising the effect : 
have on the cost 
Products to be backed 
phase are fashion 
furniture. Last-minute 
are being incorperated 
particularly in the 
area, but it is stress 
price of the products 
specially cut. 


siress the 
ing over 
stores 

is should 
living 

1 the first 
ear and 
bargains” 
the ads., 
Manchester 
that the 
10t to be 


H. Eustace 
Lid.; Mrs 


Vickers 
4nn Skinner 
Warden; 


Representatives f 
leading advertising ag 
present at a 
Grosvenor House last » 
by Technical Publications (Over- 
seas) Ltd. in honour of their 
chairman, Mr H Eustace 
Vickers, who has relinquished his 
active association with the com 
pany after 53 years’ service, 90 of 
which were as managing director 

He is succeeded as managing 
director by his son, Mr. Dennis 


many 
cies were 
party at 
ek given 


cockt 
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L.P.T.B. Banned 
Gambling Ads., 
Says Spratt 


That the appearance of football 
pool advertisements on London 
buses and elsewhere “raises the 
question whether the public con- 
trol of these services is to be at 
a less satisfactory ethical level 
than was the case under private 
ownership” is a comment in 
Focus on Gambling, the annual 
report of the Churches’ Commit- 
tee on Gambling 

In support of this view it quotes 
the following letter from H. L. 
Spratt 

“It was the practice of the 
L.P.T.B. and also that of its pre- 
decessors, the Underground, the 
L.C.C. and the L.G.O.C. and of 
almost all the “independent” 
buses to ban all advertisements 
relating to gambling. Such adver- 
tisements were regarded as con- 
troversial and not in the public 
interest 

“Does not the removal of this 
ban by the British Transport 
Commission indicate a lowering 
of our standards of public usage 
and morality? 

‘As for thirty years I was in 
charge of the commercial adver- 
tising department (road transpor?) 
of the L.P.T.B. and of its main 
predecessors I can vouch for the 
above.” 


LS.M.A. CONFERENCE 

Annual Conference of 
Incorporated Sales 
Association will be 
the Grand Hotel, 
September 22-25 
“Return to Selling.” 


the 
Managers’ 
held at 
Cliftonville, 
Theme : 


left to right) Miss B. Luck, W. S. Crawford 
t Betac; Miss Svivia Weinberg, of Armstrong- 
Mrs. Frank Stone 


Farewell To H. Eustace Vickers 


R. Vickers Mr. Hubert E 
Wouters, late of Calcutta, has 
been elected to the Board as an 
executive director 

Replying to a toast proposed by 
Mr. Robert J. Smyth. immediate 
past president of the London As- 
sociation of British Empire News- 
papers Overseas, Mr. Eustace 
Vickers said that, with an excel- 
lent Board of directors, his entire 
business life had been as happy 
as it possibly could be. 
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CONVENTION-IN-PRINT PREVIEW 


Twenty-Seven Top Rank 
Advertising Men In 
Four Major Sessions 


ADVERTISER'S WEEKLY Convention-in-Print, to appear in three 
special issues on July 6, 13 and 20, will be one of absorbing interest 
to all concerned with trends of advertising policy. 


This is already clear from re- 
ports of the four major sessions, 
held during May, when 27 of the 
most prominent men and women 
us the advertising business took 
part in after-luncheon discussions 
on topics of concern to all en- 
gaged in advertising 

Each session lasted up to an 
hour and a half, and there was 
some very plain speaking on 
several aspects of the relationship 
of the parties to the advertising 
contract, both to each other and 
to the community 

“Do advertisers sufficiently ap 
preciate what advertising can do 
for them?” was the theme of the 
opening session, those taking part 
being 

R. S. Caplin, managing director, 
R. S. Caplin Ltd 

G. J. Freshwater, controller of 


advertising, Electrical and 
Musical Industries Ltd 
Clifford Harrison, marketing 


director, Horlicks Ltd 

L. W. Needham, director of 
advertising, Express Newspapers 
Ltd. 


Eric E. Van Lennep, display 


advertisement manager, The 
Times 

In the chair was John Sime, 
editorial director, Business 


Publications Ltd 

Subject for the second session 
was “Advertising as a Public 
Relations Weapon.” Under this 
head there was a discussion on the 
many controversial implications 
of the use of advertising to seil 
ideas as well as goods and ser 
vices. 

In the chair was Donald 
McCullough, director. Pritchard 
Wood & Partners, public relations 
adviser, Federation of British 
Industries, and famous, of course, 
as the first B.B.C. Brains Trust 
Question Master 


Racing Papers 
Increase Price 


All racing newspapers are to 
increase their selling price, in 
most cases from 14d. to 2d., from 
next Monday 

Mr. V. Ewart Berry 
Kemsley Newspapers, 
ADVERTISER'S WEPKLY 
decision to increase price Was 
taken about two weeks ago, and 
was due mainly to the increased 
cost of newsprint, higher cost of 
production and the fact that the 
public were demanding better 
papers. 


director, 
told 


that the 


Other participants were 

R. A. Bishop, general publicity 
manager, the Nuffield 
Organisation 

Mrs. Mary Gowing, head of 


the Women’s Department, S. H 
Benson Ltd. 
lan Harvey, M.P., director 


W. S. Crawford Ltd. 

1. J. Pitman, MLP., chairman 
and managing director, Sir Isaac 
Pitman & Sons Ltd 


Sidney Rogerson, publicity 
controller Imperial Chemical 
Industries 


George Worledge, joint manaz 
ing director, Alfred Pemberton 
Ltd 

Reports of both these sessions 
will be published on July 6 

Advance particulars of the ses 
sions to appear on July 13 and 20 
will be given in subsequent issucs 


“EXPRESS” TO 
PAGE AD. 


The Daily Express, which last 
August reduced its advertisement 
rates by £1 per inch, in anticipa 
tion of a drop in the price of 
newsprint, has been compelled to 
raise them again 

As from July 3, the basic rate 
for the Daily Express will be £22 
for sc. in. and for the Sunday 
Express £20 per s.c. in 

At the same time larger spaces 
introduced in the hope of more 
paper wil! remain, with the excep- 
tion of the 11 x 3, which is 
being reduced to a half-double 
The half-page space is being re 
tained at its original rate, £2,000 
plus £500 for colour 

In a letter to advertising agents 
Mr. Leslie W. Needham, adver 
tisement director, Express Group 
says that in the last year all pro- 
duction costs have risen, by far 
the biggest increase being news 
print 

Scandinavian newsprint, in the 
first half of 1950 £32 10s. a ton 
was now costing up to £45, and 
because of devaluation the 


“MAIL” GROUP PROFITS 

The directors of Associated 
Newspapers Ltd. (Daily Mail 
Evenine News and Sunday Dis 
patch) have recommended a final 
dividend on the deferred shares 
of 124 per cent less income tax, 
making 20 per cent for the year 
ended March 41, 1950 Net 
profits were £549,198 


wae 


Sorne 


of the delegates to the 
on board the 


ADVERTISER'S WEEKLY 
5) ¥ 


a 


Imperial Press Conference at Ottawa, 
Empress of Scotland 


Overtime Ban Hampers Publishers 


While the London Society of 
Compositors overtime ban is 
causing inconvenience 
te periodical publishers, it has not 
yet caused any general curtailment 
of advertisement space Some 
journals have expernenced delayed 
publication 

Mr. Philp Emanuel, advertise- 
ment director, Odhams Press, said 
that the ban does not affect their 
magazines because they are 
printed at Watford Ot those 
papers printed at Long Acre the 


increasing 


editorial sections were in some 
cases postponing for a week 
inclusion of some items, but 


advertisements were not affected 

At Tothill Press the advertise 
ment director has asked adver- 
users to co-operate in saving 


composing time, by using old 
plates, and making repeat 
advertisements 

National Trade Press, whose 


publications are all monthly, say 
that they are not seriously affected 
by the ban, and are managing to 
keep pace 


Some trade and technical 
journals, however, have been 
compelled to decrease their 
number of pages 

The National Arbitration 
Tribunal meets on Monday to 


consider the dispute between the 
L.S.C. and the London Master 
Printers, but it remains the 
intention of the L.S.C. to continue 
the overtime ban at least until the 
delegate meeting on July 6 


RAISE RATES AGAIN, BUT HALF- 


SPACE WILL BE 


delivered cost of Canadian paper 


would be approximately £42 a 
ton. 

The half-page was being re 
tained (Mr. Needham explained) 
because the large spectacular 


space was still necessary for the 
announcement of important 
“news in advertising.” 

“We have definite information 
that the extra cost of colour to 
the advertiser i$ more than offset 
by the extra pulling power,” he 
said 

Apart from the Daily Express 
half-page, the 
both the Daily Express and Sun- 


RETAINED 


day Express will be the half- 
double. No changes are being 
contemplated in either the 
Evening Standard ot Glasgow 
Citizen Advertisers are now 
using blocks made for colour ads 
in the Scottish Daily Express, in 
the Citizen colour half-pages 
MILLION UP IN A YEAR 
The current circulation § of 
Reveille is more than 14 million; 


In twelve recent appeals made 


twelve months ago its sale was 

640,000, said Mr H. Guy 

Bartholomew. presenting the 

largest space in annual report of Daily Mirror 
Newspapers Lid. last week. 

‘ . . 

12 Sign Appeals: Nine Lost 

Portland House Hotel and the 

Albany Club The proposals 


by the Master Sign Makers Asso 
ciation against decisions of local 
authorities, the Ministry of Town 
and Country Planning has upheid 
only three. The appeals were fur 
electric and painted signs, and the 


average of “consents” is lower 
now than before, says Mr. P. F 
Hall, secretary, M.S.M.A 

An inquiry was held at 


Brighton last week. on which the 
decision is still to be announced 


The Master Sign Makers Asso 
ciation appealed sgainst a 
Brighton Corporation decision 


not to allow electric signs on two 


hotels in Regency Square, the 


were to have been settled on the 
basis of written observations, but, 


owing to the intervention of a 
local society, it is understood, 
became the subject of a local 


inquiry convened by the Ministry 
of Town and Country Planning 
In the case of one of these 
hotels, the local authority had 
previously approved a sign on a 
balcony, until the sign maker 
pointed out possible danger to 
residents and children. The site 
was therefore shifted to between 
the first and second floors, and 
then the objection was lodged. 
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“Consulting Engineers Put Much Direct 


Mail Into The W.P.B.” 


That 65 per cent of consulting 
engineers always read advertise- 
ments im engineering journals 


SHE REALLY IS 
A BRIDE 


Concrete, 33; Surveyor, 16; Con- 
tract Journal, 10 
To the question 


Do you read 


in loose-leaf form; and that data 
sent through the post should be 
of uniform size and punched ac 
cordingly so that it could easily 
be filed under the appropriate 
section 


igincers in Great Britain. Only 
‘1 questionnaires were completed 
it if 18 pointed out that in most 
cases the consultant questioned 
iS One Of a partnership of any- 
hing up to seven. Comments on 
ulvertisements were personal, but 
on the technical journals 
ibseribed to applied to all part 


those 


particularly 
are considerably affected by the 
weather.” 
retail prices (from 7s. 6d. per can) 
when tinplate replaces the present 
aluminium can 
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Farming Journal Ads 


For New Flyspray 


Introduction of an aerosol fly- 


spray was announced by Cooper, 


McDougall & Robertson Ltd. at 


a Press party organised by their 
agents, Charles F 
last week 


Higham Ltd., 
Only limited quanti- 


is revealed by a survey carried he advertisements?” 65 per cent _ yr Ae per a 
- - said always -5 per cent about 1,000 per day, and advertis- 
out last December by Scott “sometimes”; 10 per cent, “not at ‘ing this year is to be confined to 
Turner and Associates Ltd all.” The best advertisements, 11 trade Press and Farmers Weekly 
Generally, the engineers: (1) was felt, were brief and to the and Farmer and Stockbreeder 
think advertisements contain too point. Mr. A. C. Annand, publicity 
ich copy; (2) throw much of the Criticism levelled against direct manager, told ADVERTISER'S 
direct mail they receive into the mail is that the sizes of the com- WEEKLY “To launch such a 
waste-paper basket; (3) favour an —s munications vary so much that an product through the national 
inual loose-leaf publication tu efficient filing system is impos- Press would require £30,000 to 
hold data sent through the post sible Solution offered is that £40,000, an expenditure which 
Scott-Turner estimate that there there should be an annual pub- would not be justified until we 
280 =practising consulting lication, sectionalised and made have assessed public reaction, 


as insecticide sales 


They hope to reduce 


"th “Leader” Swan-so 
i the survey gives the percentages — Leader a ng 
i of consultants specialising in a The economics of 1950 were not lie there. The Leader liked 
The girl in the new Snowfire a ! - . aggre ben “ “yon aay oy responsible for the demise of people and enjoyed life 
vertisement (above), prepared by = " ine pre . eon reading pat Leader Magazine, according to an But the economics of 1950 
Mather & Crowther Ltd. which "SU!@r Journals editorial titled “Curtain” in the were against it. The plan to 
unpeared yesterday (Wednesday Those specialising in sewage, final issue, last Saturday The develop this magazine was based 
> in the Daily Mirror, really is a 4 ainage, and water supply editorial mentions ¢ of paper necessarily on the cost of paper 
4 bride, and the picture was taken 1t per cent, sea defences, dock since decontrol, and the necessity Since magazine paper was decon 
4 at her wedding, last Saturday ind harbour work, 8 per cent for a large circulat to draw trolled two months ago, the price 
She is Mrs. Walker, formerly structural amd civil, 49 per-cent, — sufficient advertising. It said has risen sharply. This has made 
Miss Beryl Browne, of Southend nining, & per cent; mechanical A magazine can dic naturally jt far more difficult to carry a 
on-Sea nd electrical, 22 per cent; rail of old age, having out-lived its magazine while it is building up 
. About a year ago, when Leslie Ways per cent time. That is not wi has hap its circulation. 
Foot’s colour picture of a Snow Most frequently mentioned pened to us. Over 204 1) buyers, “The publishing economics of 
fire bride was appearing im maga journals, and percentages of con with a readership probably four 1950 make it imperative for a 
zines. Beryl's moth wrote to th sultants subscribing to them times that figure, is not a sign of general magazine to have a larger 
manufacturers and said that when W The Engineer, 67, Engin senility circulation than ours js at present 
her daughter married, she would eering, 51; Dock and Harbow A magazine can dic of disease, in order to draw the advertising 
like her to look like the bride in tuthority, 34; Consulting Engin consumed by eccer ity We which keeps it profitable The 
he advertisement eer, 34, Structural Engineer, 33, — believe that our shortcomings did — publishers therefore felt that the 
Recently Mrs. Browne wrote Leader could not continue 
gain to say that Beryl would b “In the past six months, four 
marrving on June 3 and asked if other magazines have closed 
she could borrow the dress which cr * | down It seems that economic 
ippeared in the orginal pictu forces are increasingly driving out 
This was not possible, but FF. W | Magazines that cannot command 
Hampshire & Co., Lid. had tt | a mass circulation or have not 
wedding gown copied for Bery yet had the opportunity to estab 
who. being a regular Snowfire lish it. We hope we shall not be 
user, was asked if she would like accused of biased thinking if we 
to participate in the scheme say we believe this to be un- 


Horniblow Acquires 


Householder” | 
Mr Barry Horniblow has ‘ 
acquired control, from Allianc / 


Press Ltd. of the Hous 


Apphecation has beer vk 


i 
any |] t 


registration of a new cx pat he ~ : 
» bh known s Household : MA 5 mS 
oe be a. , BELISHA BEACON PAPERMAKERS AR 
tK 
inst issue produced under the ‘nemaibien 
new management will appear in BELISHA BEACON PAPERMAKERS Ants 
t ( ton, for 
July M A 1 ba elke Mave Plante 
editor, ws director of production am 
Advertising rates have bec 
mecreased by £S$ to £25 M j cond series of SO wu wens muniaiures printed wninium 
Vice Sherwood ¢ 2 lve Whithreads by the Metal Box Ce., have just beer d The 
en manage ’ ( “ , , 
tisement manag t veer is for wromers I ollect sets The tw ist here are 
take charge of advertising 
Assistant to the adve scorn Relisha Beacor uw R am Mark, Gillineha i Paper 
manager is Miss Margot Beck nakers Arms. at Plaxtol, near Sevenoaks, K« 


healthy.” 


Newspaper Society 
Will Try Again 

The Newspaper Society is to 
make a further approach to the 
Board of Trade, following the 
deputation which met Mr. Harvey 
Rhodes M.P.. Parliamentary 
Secretary, last week, to ask fo: 
more newsprint 

The deputation met 
cordial reception, said Mr. H. R 
Davies. No decision was given, 
and the deputation brought away 
some points, on which it will base 
its second approach 


with a 


The tenth in their series 
post-war population studies 
been issued by the A. € 


Co., Ltd 


of 
has 
Nielsen 
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Composite Ad.: 30%, 
More Business 
Members of Nottingham Fish 
Friers Association agreed unani- 
mously at a recent meeting that 
since the appearance of a full- 
page composite advertisement 1 
the Nottingham Evening News, 
trade had increased—in some 
cases by 30 per cent. The average 
increase was 15 per cent. Further 
advertisements are to follow 
The full-page, which opened a 
campaign to increase the sale of 
fish and chips, included editorial 
matter, a central advertisement 
featuring the National! Fish Friers 
Federation sign, and small adver- 
tisements for individual friers 
and friers’ suppliers. 
Cost to the Association was 
about £15, including window 
bills and incidental expenses. 


“TV NEEDS INCOME 
FROM SPONSORS ” 


Sponsored programmes are 
necessary if televisior is to obtain 
an adequate income, according to 
Sir lan Fraser, Conservative M.P., 
and former B.B.C. governor 

In written evidence to the 
Broadcasting Committee of 
Inquiry under the chairmanship 
of Lord Beveridge, he has stated 
that either television must he 
starved or sound broadcasting 
sacrificed to find the money for 
an adequate television service 
There was no reason why spon 
soring should not be carried out 
with dignity and propriety 

Sir lan holds that “to allow 
television to starve would be to 
deprive the British people of a 
great new medium of entertain 
ment 


Dail Criticism Of 
Sponsored Radio 


Criticism of sponsored radiw 
programmes from Radio Eireann 
was expressed by two members o. 
the Dail (Parliament) in the Dail 
on May 2S. Both speakers were 
on the Government side of the 
House 

Mr. Con Lehane said there 
were two schools of thought on 
sponsored programmes, but he 
would be apprehensive about un 
restricted selling of time, without 
certain safeguards. Mr. Maurice 
E. Dockrell opposed more spon 
sored programmes, which held 
little educational or musical value, 
and reflected no great credit on 
the broadcasting service 


Did Well At B.LF. 


Markmaster Ltd. manufac- 
turers of the multi-purpose mark- 
ing machines, report that among 
the industries to which sales were 
made on the stand at the B.LF., 
or which are immediately pend 
ing, were department and mul- 
tiple stores, and manufacturers of 
plastics, sports goods, hardware, 
radio and television, engineering 
equipment, and boxes and 
cartons 

Inquiries have been 
from thirty countries 


received 


CLUB NEWS 


London Nears 1.100 Mark 


A membership “in sight of 
1,100" was announced by Col 
George Warden, retiring chair- 
man, at the Publicity Club of 
London annual meeting at the 
Waldorf Hotel, London, on Mon- 
day. 

Mr. W. H. Gollings, previously 
vice-chairman, is now chairman, 
and Mr. F. Murray Miine is vice- 
chairman 

Miss Dora Barnes and Messrs 
Roy Hardy and C. W. Stokes 
have been elected vice-presidents; 
Mr. S. T. Holmes is hon. trea- 
surer; and Mr. Edward E 
Preston, hon. secretary. Council 
members are: Messrs, Alan Betts, 
J. H. A. Cocks, Leonard Fletcher, 
Leon Goodman Norman 
Groome, Fred Harding, Frank 
Hughes-Freeland, Dennis W 
Mayes, and Miss Gladys Ensor 
Council members till June 1951 
are: Messrs. W. Harold Butler, 
R. J. Cooper, H. John Hewson, 
Ivan F. Luckin, F. W. Pemberton, 
Miss Olive M. Hirst and Miss 
Sylvia Weinberg. 

During the evening a warm 
tribute to the work of Col 
Warden as chairman was paid by 
Mr. Gollings 

Mr. Roy Hardy described the 
progress he is making in writing 
the history of the Club 

An amusing talk about her im- 
pressions of London was given 
by Miss Margaret Brown, asso- 
ciate publisher of the Canadian 


North Wales 


Convention Plans 


The council of the North Wales 
Publicity Club is going ahead 
with plans for its Advertising 
Convention of North Wales, to 
be held at Llandudno in Septem 
ber, and the Llandudno UD 
is providing conference facilities 

The theme will be “Publicity 
for prosperity in North Wales,” 
and the following organisations 
are being invited to provide 
speakers: Welsh Tourist & Holi- 
days Board, North Wales Resorts 
Association Welsh National 
Eisteddfod Committee, National 
Chamber of Trade, Industrial 
Association of Wales and Mon.. 
British Railways. Passenger 
Vehicle Operators’ Association, 
Board of Trade, Market Research 
Society, Aims of Industry Ltd., 
Incorporated Practitioners in Ad 
vertising, the British Poster Ad- 
vertising Association, and the 
British Direct Mail Advertising 
Association 

The Advertising Association 
and the Liverpool and District 
Publicity Association have 
offered their co-operation 


The Publicity Club of North 
Wales is arranging a steamer trip 
from Llandudno to Menai Bridge. 
on June 24 and there will be a 
visit to Ind Coope & Alisop’s 
Burton brewery, on July 11 


trade journal, Marketing, and 
past president, Women’s Adver- 
using Club of Toronto, who was 
introduced by Mr. C. W. Stokes, 
P.R.O., Canadian Pacific Railway. 
Miss Brown is to be entertained 
by the Women’s Advertising Club 
of Lendon on June 20 


Aldwych 
—_— 


Lord Lyle To Speak 


Lord Lyle of Westbourne. will 
give an after-lunch address at the 
Aldwych Club on Tuesday, June 
13 at 1.45 p.m. Lunch will be 
served from 12.15 


“Regent Activities ” 
Regent Activities, journal of 
the Regent Advertising Club, is 
to appear more frequently and 
ina new format. Mr. Pat Mey- 
rick has succeeded Mr. Peter 
Coley as editor 


The Publicity Club of Leeds 
made a “little journey” to Hagen 
bach’s Bakery, Wakefield, vester 
day (Wednesday) 


Congratulating themselves 
Association junior 

organising committee 
agencies 


on the 


section dance 


More 
exhibition hurling 

Monday, arranged b 
includes the 
the 
Lid 


match, at 


game, F. L. Johnson 


who is president « 


success of the 


than £100 is expected to be 
Birmingham on the 
Birmingham Publicity 
Archbishop of Birmingham, who threw in the ball to start 
managing 
{ the Birmingham Publicity 
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wer 


"Yorkshire Evening News 
The F. E. Cook Cup was pre 
sented to Roderick C. Gallant 
(left) at the annual meeting of the 
Publicity Club of Leeds, by the 
retiring president, Frank Bloomer 
Stanley Gray, last year's chair 
man, who is now president, is in 

the centre 


LEEDS LS.M.A. GOLF 


Annual Golf tournament of the 
Leeds branch of the Incorporated 
Sales Managers’ 
held at Scarcroft 
Wednesday last week when the 
Metcalf trophy was won by N 
Richardson; runner-up Alec Gill 

The trophy was presented by 
Mr. Metcalf, and Mr. K. Wood 
gave a silver tankard for the 
runner-up. Another silver tankard 
4s 4 putting prize, presented by 
Mr. Woodward, was won by 
G. Fletcher 


Phote 


Association was 
Golf Club on 


Manchester Publicity 
on May 26, are members of the 


More than 170 representatives of Manchester 
publishing houses and printers attended 


{\Phote by Morland RBraitthwatte Lid 


sent to N.A.B.S. as a result of the 
day after Whi 


Association. This picture 


Birmingham Garetle 
Association; W. G, 


director 


Appleyard and A. Willington, the organisers 
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Michael Patmore John Fieldwalker 


Three New J. Walter Thompson Directors 


Mr. Patmore, on leaving Stowe 


The J. Walter Thompson Co 
Ltd, have appointed three new 
directors H. A. = Paniguian, 
Michael Patmore, and John Field- 
walker. 

Mr. Paniguian, who was born 
in Constantinople, jomwed J.W.T. in 
Paris in 1927, and worked in 
Antwerp, Berlin, Paris, and as 
head of the Bucharest office 
where he served Austria 
Hungary, and the Balkans At 
the end of the war, released from 
Political Intelligence of the 
Foreign Office, he became head 
of J.WUTCs international depart 
ment 


M. R. Neville has been ap 
pointed manager of the publicity 
organisation of the General 
Electric Co. to suceeed C, Pink- 
ham, who retires on June 3 

Mr. Neville joined G.BE.C. in 
1919, and in 1924 became assis 
tant to the sales manager, being 
appointed assistant sales manager 
in 1933 

. * * 

Advertisement manager of the 
Western Mail & Echo Ltd. since 
1917, W. J. Minchinton his 
retired owing to ill-health 

He is succeeded by Robert 
Harrisoa, who has been manager 
of the publicity department since 
1946 joining Western Mail 
& Echo Ltd. in 19434 as assistant 
publicity manager after four years 
in London advertising agencies 

. * . 

John Anderson, who was fe 
cently promotion manager ot 
Jacqmar, has been appointed ad 
vertising manager of the Dolcis 
Shoe Co. Mr. Anderson entered 
advertising in 1932 and after five 
years with the E. Walter George 
agency joined the advertising 
department of the Goodyear Ty 
Co. of Wolverhampton 

. * . 

John Derry has been appointed 
general manager of British Indu 
trial ~=Equipment, the monthly 
overseas trade journal, published 
by the Shaw Publishing Co. Ltd 


rom city clerk and waiter to pub- 
orters. He joined J.W.T 


North Africa and Italy 
Mentioned in Dispatches 
Fieldwalker joined J.W.1 
During the war he was 
iwarded the Order of Danneborg 
by the King of Denmark and at 


Russell FE. Percival has joined 


1¢ was with Lintas, Inyperial Ad- 
and Erwin Wasey 


vibition management side 
isin the exhibition division of 
v¢ Central Office of Information 


MacDonald, formerly 


Advertising Service, 


M R Neville 


June 8, 1950 


Five Westminster Press Provincial 
Executives To Retire: M. R. Neville Is 
G.E.C. Publicity Manager : R. E. Percival 
Joins Napper, Stinton, Woolley Board 


Westminster Press Provincial 
Newspapers Ltd. announce a 
number of editorial! and manag- 
erial changes in the weekly news- 
paper section of the Group 

C. A, Fisher, editor, Barrow 
News series, retires at the end of 
June and will be succeeded by 
W. A. Wilson, at present editor, 
Blyth News Ashington Post, 
whose editorship in turn is to be 
taken by William D. Hogg, on 
the staff of Northumberland 
Gazette 

H. L. Evans, editor. Stamford 
Mercury, who retires in July, is 
being succeeded by L. W. Wain- 
wright. 

E. B. Jackson, genera! manager, 
Lincolnshire Chronicle who 
retires in August, will be suc- 
ceeded by J, White, advertisement 
manager, Durham Advertiser 
seres 

G. H. Haynes, who retires from 
the managership of the Stamford 
Mercury and its associated papers 
at the end of September, is to be 
succeeded by S. H. G. Andrews, 
assistant accountant, North of 
England Newspaper Co 

A. V. Bolton, director and 
manager, Darlingto: Stockton 
Times, retiring at the end of Sep- 

be succeeded by 
. his chief assistant 
commercial, advertising 
and publishing sides 


* . * 


In addition to his duties as ad- 
vertisement director of Burke's 
Peerage, Burke's Lar d Gentry, 
together with ot! reference 
works, Herbert Tilling has been 
appointed advertis« wt director 
of Advertise: Annual, 
Marketing Survey of the United 
Kinedom, Director  Direc- 
tories Annuals ar Reference 
Books and The Paper Makers’ & 
Merchants D tor of ail 
Nations, all of which are pub- 
lished by Business Publications 
Ltd 

* . * 

Nancy Hayward has _ been 
appointed exhibition manager for 
the Radiol Congress 
Exhibition. July 


To celebrate the expansion of 
the Fleet Street premises of C. P. 
Wakefield Ltd. now occupying 
the whole of Wakefield House, 
and a number of internal appoint- 
ments, including Monty 
Alexander to the Board as art 
director, C. P. T. Wakefield gave 
a garden party to the staff at 
Neville Lodge, Hadley Highstone. 
The agency, which had a staff of 
Seve in 1945, now employs over 
0 

Other appointments include: 
Pat Hearne and J. Walter Macken- 
zie as account executives: Jack 

as production manager; 
Stanley Baker as manager of ‘he 
voucher and checking department: 
Miss Gwen Skinner as secretary 
to Mr. Wakefield. 

* * * 

Dennis Plimmer, for four years 
chief of the London Bureau of 
the Overseas Agency of New 
York, has resigned to become 
director of the Press bureau of 
Foote Cone & Belding Inter- 
national Corporation, with offices 
at Bienne, Switzerland, where he 
will reside after June 15 

* * * 

F. H. Burbridge, formerly with 
City Observer, has been appointed 
advertisement manager, Civil 
Engineering, and B, J. Stokvis, 
of Furniture Record, advertise- 
ment manager, Timber News 
These appointments fill the 
vacancy caused by the death, last 
year, of W. L. Scrivener. 

* * * 

Fred Ball, studio manager of 
C. J, Lytle Ltd. for two years, has 
left to resume free-lance activities 
with Associated Artists, a group 
of free lances. Mr. Ball joined 
the studio of A. J. Wilson Ltd 
27 years ago, and has since 
worked with Fredk. E. Potter 
Ltd.. T. B. Browne Ltd. and 
Willing’s Press Service Ltd. 

* * * 

The picture below (extreme 
reht) is of James Hillman, a/t 
director of the Robert Freeman 
Co., whose appointment to the 
Board of that company was 
announced last week 


g 
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R. E. Percival James Hillman 
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MONTHLY 


WOMAN’S JOURNAL 
WOMAN AND HOME 
WOMAN AND BEAUTY 
Weldons LADIES’ JOURNAL 
MY HOME 

WIFE AND HOME 

HOME. FASHIONS 

BESTWAY FASHIONS 
MOTHER AND HOME 

GOOD TASTE 

ARGOSY @ QUIVER 
WORLD DIGEST 

Weldons HOME DRESSMAKER 
Weldons PRACTICAL 
NEEDLEWORK 


WEEKLY 


WOMAN’S WEEKLY 
WOMAN’S ILLUSTRATED 
HOME CHAT 

WOMAN’S PICTORIAL 
WOMAN’S COMPANION 
WOMAN’S WORLD 
HOME COMPANION 
ANSWERS 

SUNDAY COMPANION 
PICTURE SHOW 
CHILDREN’S NEWSPAPER 
POPULAR GARDENING 
MIRACLE e@ ORACLE 


ALSO 
Weldons 

CATALOGUE OF FASHIONS 
NEEDLEWORK ILLUSTRATED 


T PUBLICATIONS 


Daminatt 


—_ 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, 
THE AMALGAMATED PRESS LTO., LONDON, E.C4. 
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June 8, 1950 


Too Regimental ? 


R. BEVERLEY PICK’S article (May 25) in which he urged 

that exhibitors should have more freedom in stand design, 

and expressed the view that shell stands have “largely out- 
lived their usefulness” has, we understand, set the cat among the 
pigeons. Some exhibition organisers regard him as an advocate 
of anarchy. 

This, perhaps, is going rather far, for he does allow the necessity 
for control to maintain the harmony of the general scheme, but it 
may well be felt that some risk is involved in giving greater freedom 
to the designer. During the ‘sellers’ market” phase, there was a 
tendency in exhibition design, as in all advertising, to regard 
presentation as an end in itself. This was excusable, even inevitable, 
when there was so little selling to be done. To-day, it is realised 
that advertising must be functional ; it must sell, or it is valueless, 
however pleasing to the eye. The designer is always tempted to 
seek dramatic effect; thus he gets himself talked about and 
achieves a reputation for originality. He may not always re- 
member that a buyer visits an exhibition to see the goods, not the 
stand. Shell stands are comparatively economical for the exhibitor, 
and public taste (which does count) is so fickle that one cannot 
assume its endorsement of the designer-critic’s preferences. 

A distinction must be made, too, between an exhibition such as 
the B.I.F., in which it is imperative to interest buyers and induce 
them to place orders, and one in which the primary object is to 
attract the public and swell gate receipts. In the latter case, if 
not always in the former, exciting stand designs may be an asset, 
and the additional expense involved (a factor of some importance 
to the exhibitor) may be warranted. 

In justice to Mr. Pick, he does not plead for dramatic effect as an 
end. His point is that effective display of goods is hampered by 
undue rigidity in shell stand specifications, and he may be justified 
in his suggestion that exhibition organisers, in their insistence on 
uniformity, may (like some designers) tend to overlook the re- 
quirements of product display 

His protest against “regimentation’ may help to bring 
about a synthesis between two points of view, both of which deserve 
to be taken into account. The aim should be the most atiractive 
stand design consistent with the purpose of an exhibition, whether 
this be to sell, to instruct, or to entertain. 


Winchester Precedent 


ype outdoor advertising industry has every reason to be 
gratified by the result of the Winchester “special area” inquiry, 
which may reasonably be regarded as indicative of Ministry 
policy on the application to urban areas of the “special area” 
clause in the Control of Advertisements Regulations. It seems 
clear that due regard is to be paid, not only to considerations of 
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amenity, but to the proper place of commercial advertising in 
shopping areas. 

Judging by the reactions of the Hampshire Planning Committee, 
local authorities may hesitate in future before embodying in their 
applications for areas of special control demands that would 
unfairly penalise outdoor advertising. They may also consider it 
wise to follow the example of Pembrokeshire, and seek to come to 
an agreement with the Outdoor Advertising Advisory Committee 
before an inquiry is held. Should they do this, they will find the 
Committee very ready to negotiate in a spirit of give and take. 


To-morrow’s Topics 


Suprort For the view that ad- 
vertisers need more information 
about media coverage. and on a 
world-wide scale, is provided by 
the recent meeting 


1.C€.C. SEEKS in Paris of the 
MORE MEDIA Commission on 


D.E.B. nor the Council regard 
this as a bad thing, for many of 
the industrialists with whom they 
come into contact are already 
experienced exporters who have 
their own agents. 

—_— — = 


Advertising of the = SINcE THE Export Credits 

FACTS International Guarantee Department _ intro- 
Chamber of Com- duced facilities last October for 

merce. coverage for market research, ad- 
It was pointed out at this meet- vertising and sales 
ing that the only countries where E.C.G.D. promotion and 
Audit Bureaux of Circulation give HAS NEW stockholding, there 
more than net circulation figures has been sustained 
are the United States, Sweden, PLAN pressure on the de- 


and Great Britain (it ts a little 
hard to understand why Great 
Britain was included), whereas 


partment, which 1s 
still being felt. No exact figures 
are available, but of the inquiries 
advertisers need information on turned into approved policies, 
circulation by areas and on the more have been for advertising 
characteristics of readers, With a and sales promotion than for 
view to promoting the collection market research, and more for 
of adequate data throughout the market research than for stock- 
world, it was decided to draw up holding. But this is not a com- 
a report on the organisation and pletely representative picture, be- 
activities of Audit Bureaux of cause E.C.G.D. is already working 
Circulation in these three coun- on a new kind of policy, to be 
tries. This action, though it does announced soon 
not in any way mmit the = “= ome 
LC.C., should give timulus to CURRENT criticisms of public 
the demand brewing among opinion polls and of readership 
British advertisers f nore com research are discussed in a 
plete media data broadsheet just issued by P.ELP. 


— —_ — (Political and 
ALTHOUGH THERE appears little P-E-P.ON = Economic —Plan- 
likelihood of a spate of group or READER ning) — -™ 
co-operative advertising cam- 1s devote o 
saigne in U.S.A. or ¢ ana for SURVEYS opinion polls, to 

British industries, B.B.C. audience r-- 

MORE the chances of in- Search, and to survey methods 
BRITISH ADS, “'Y\!ua! advertising used in special inquiries, but the 
* being carried out Section on readership surveys is 

IN U.S.A.2 there by single notable for the conclusion that 
firms is increasing. there is a need for a co-operative 


organisation, free from any suspi- 
self-interest, 
which would both sponsor and 
carry out the work involved 
This, it is stated, becomes even 
more important when the scope is 
widened to include surveys on 


ults of the 
between the cion of bias or 


This is one of the rm 
series Of mectings 
Dollar Exports Board and various 
industries, inspired by the recently 
appointed chairman of D.E.B., 
Sir Cecil Weir 


At all of these tings repre 


sentatives of the Advertising Ad-  4ttention value of advertisements 
visory Council to D.E.B. have Mention is made of the Starch 
been present, but positive in Service, which provides this type 


of information 


ROUND TABLE 


quiries placed with the Council 
have been relatively few. Neither 
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By influencing a woman to acquire what good 
taste instinctively suggests, what above- 
average means can afford, and what can be 
turned to practical account for herself and 
her home, GOOD HOUSEKEEPING offers a 
unique medium for those products which, 
on being purchased, are admired by others 


who say: ‘I must get one too!’... 


... and for such women, there’s extra 


he atm ee Oe OI ow 


confidence in the fact that all 


GOOD 
HOUSEKEEPING 


advertisements are guaranteed 


THE NATIONAL 


MAGAZINE CO. LTD., 28/30 GROSVENOR GARDENS, LONDON, S.W.1 
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4% 


Should an advertising agent handle 
editorial publicity for his clients? 


NO, says PETER HOPE LUMLEY (as one would expect from an independent 


publicist). 


Next week David Grant, Director of Public Relations, Foote, Cone & 


Belding Ltd., will reply giving the opposite point of view. 


DVERTISING in Great 
Britain has been retarded 
in its development by 
drastic newsprint] restrictions, 
and, until recently, paper ration- 
ing for periodicals. Advertising 
agencies, in consequence, have 
suffered a loss 
of revenue, 
When extra 
newsprint has 
been grudg- 
ingly allowed, 
newspapers, 
on the whole, 
have not 
printed more 
news. Extra 
advertising 
space has for 
obvious rea- 
sons been 
allocated, but 

not nearly as much as many agents 
and their clients——would have liked 
most of the “popular” newspapers 
and that is to say the great 
mayority — have become very 
“column” minded, and features of 
all descriptions have become in 

creasingly the fashion. 

The Press agents have been 
naturally delighted, and so have all 
the other brands of publicity men 

more “mentions” have been 
possible, more opportunities have 
arisen to publicise clients. 


Reactions From 

The Agents 

Slightly behind the Press agents 
delight at the news of extra paper 
for newspapers and periodicals 
came the first reactions from the 
advertising agents. Having already 
dabbled with such “extras” as 
market research and = industrial 
design for neither of which were 
most agents equipped-—this PLR 
or publicity profession was 
obviously a “natural” for an 
advertising agent. One after the 
other the agencies started up Public 
Relations Departments, which 
sounded good until quite justifiably 
certain sections of the Press cast: 
gated Government P.R.Os. (and a 
few non-Covernment ones for good 
measure), when many of the new 
P.R. Departments became “ Pub- 
licity Departments.” 

When deciding to set up ther 
own Publicity Departments, the 
first major error the advertising 
agencies made was to overlook the 
fact that although real news or 
sound editorial ideas are good 


from whatever source they come, at 
the start news and ideas emanating 
from an advertising agent concern- 
ing a chent are bound to be slightly 
suspect; even when it has been 
established that the Publicity 
Depurtment disseminates worth- 
while news, the feeling persists to 
a subtle, and therefore a dangerous 
degree. The independent P.R.O. 
or publicist, on the other hand, 
does nothing else but disseminate 
news, ideas and information about 
his clients. 

Having realised this to their cost 
after a time, and hoping to kil! the 
trouble at source, the advertising 
agents, with a certain mental blind- 
ness, brought in ex-newspapermen 
as their publicity executives. Now 
it is a curious thing, and difficult to 
explain, but ex-newspapermen, with 
a few very well-known exceptions, 
do not make good publicists 
Whether it is their training as 
delvers after and reporters of news 
which prevents them distributing 
it effectively, or what, no one has 
been able to discover, but the fact 
remains. There are countless tales, 
and certain very recent ones where 
both men (and women) who have 
built up a first-class reputation in 
Fleet Street have hopped over the 
other side of the fence—-and come 
a cropper. 

But a more vital issue was (and 
sull is) overlooked by publicity- 
minded advertising agents. While 
defending to the last ditch their 
battle-cries of “co-ordination of 
policy,” “concentration of informa- 
tion” and “interchange of informa- 
tion between ad-man and P.R. 
man,” they completely miss the one 
vital point: that it is precisely the 
fact of having all the departments 
busily interchanging information, 
co-ordinating policy right, left and 
centre and concentrating informa- 
tion until it becomes an egg-bound 
morass, that blunts at least one cog 
in this cumbersome wheel to the 
issues at stake. 


Ignoring Most 
Vital Factor 


Surely it is for the very reason 
that an outside agent is more in 
touch with the chent’s market that 
is the foundation for the advertising 
agents’ success No sooner does 
another outside agent the direct 
publicity man or organisation — put 
forward the same, logical argument 
(and proves it successfully) than the 
advertising agent, seeking further 
means tO increase a turnover 


dwindling through no fault of his 
own—contradicts his own argu- 
ment. Having watched the success 
of the individual P.R.O. and Press 
agent, the agency does a neat volte- 
face and argues that one specialised 
agent can do the work of two, 
blithely ignoring the most vital 
factor. 


Testimony From 
America 


To prove my pomt that the 
advertising agent is better off con- 
centrating on the job for which he 
is best qualified, | quote from a 
letter received in April this year. 
The writer is director of one of the 
most important New York adver- 
lising agencies which also represents 
a topline London agency in U.S.A.: 

“We do not maintain a pub- 
licity department within our own 
organisation as we have found it 
more satisfactory to employ in- 
dependent publicity concerns 
when a publicity job is required 
by our clients. 

“ For example, two of our 
largest food accounts use pub- 
licity in a big way and for them 
we employ the firm of . 
and who are absolutely tops 
in the field of food publicity. 

“Two of our other clients 

& Company and 

Products——really require more of 

a public relations job than a 

publicity job and for them we use 

a firm called , an old 

established and high class house. 

“Many years ago we had our 
own publicity department but 
we find the present set-up works 
better. Quite a few of the large 
agencies do have their own pub- 
licity departments, but there are 
some who follow our procedure.” 
Again, only three months ago a 

very well known London advertis- 
ing agency called me in to handle 
P.R. for one of their largest clients- 
in spite of the fact that the 
has its own P.R. Department. 
no one will deny that over the past 
eighteen months more than one 
advertising agent has closed down 
his Public Relations (or Publicity) 
Department. Some agencies are 
maintaining their P_R. Departments 
and making a success of 11, but most 
of those that are, incidentally, have 
been clever enough to give their 
pubhecity branchan entirely different 
name to that of the parent company 
presumably for a good reason! 

On the other hand, the un- 

attached P.R.Os. and publicists 


agency 


And 


have increased and expanded their 
businesses in the face of the adver- 
using agencies’ powerful efforts to 
corner the publicity market. Per- 
sonally, I think this is because 
when the initial hullaballoo set up 
by the advertising agents died down, 
potential and existing clients of 
these non-agency publicists realised 
the chief advantages they have over 
the agency appendage. 

To carry out a successful pub- 
licity campaign, the publicist must 
be completely uncluttered with 
issues not directly connected with 
his clients’ objectives. He must 
have complete freedom to gather 
his facts and figures, and he must, 
where necessary, co-operate with 
the advertising agent, no less than 
with the sales manager or anyone 
else he thinks necessary. But the 
stuff and nonsense talked by pub- 
licity directors of advertising 
agencies about interchange and 
concentration or information would 
make it appear that the train, tele- 
phone, aeroplane and taxi had 
never been heard of. If I want to 
confirm a fact with a client I do so: 
it is not the most difficult task in 
the world. If an advertising agency 
is launching a campaign for a new 
product for a mutual client, we 
co-operate and co-ordinate without 
working in each other's laps. And 
the result is clean-cut, unencum- 
bered and eminently successful, 
because we are both working to the 
same ends—-even if we have to 
operate from a distance of three 
miles or three hundred miles from 
each other. 


Value Assessment 
Impossible 


One final word: There have been 
cases over the past few months 
where I have seen P.R. and Pub- 
licity Departments of advertising 
agencies proudly announcing the 
fact that they have obtained over 
certain periods so many inches of 
‘free’ editorial space, which if 
assessed at advertising rates would 
have cost their clients so many 
hundreds of thousands of pounds. 
There in a nutshell is my argument 
against the advertising agency 
handling publicity. Assessment of 
the value of editorial space is 
impossible, and to attempt to 
bracket it with bought space is 
puerile, grossly misleading, and 
proof that the initial facts of the 
publicist’s profession have never 
remotely been realised by the 
advertising agents. 
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a Getting from 
mp sce... 


—_ 


a bus down the road 


...to place 


she can't dodge 
the impact of 


unified Transportation Advertising 


Whether she’s out for pleasure or for a hard day's 
shopping, it is impossible for her to miss a well-planned 
campaign on the vehicles and properties of the British 
Transport Commission, no matter where she goes or 
how she travels. That is one of the outstanding 
advantages resulting from the co-ordination of advertising 


throughout the whole of the Commission. And space- 
buyers are now regarding Transportation Advertising as 
a medium in itself, that has already earned the right of 
regular inclusion in national and local selling schemes 
Enquiries for space controlled by the Commission should 
be addressed to : 


COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C? 


TELEPHONE, TEMPLE BAR S490 
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ANY people suppose 
that when a copywriter 
or his chief has been fed 
with all the hard facts that 
he needs about a new client or 
product, he will produce a 
campaign as unconcernedly as the 
unthinking hen produces an egg 
He may hover anxiously round 
the coop, of course, but his 
worry is whether the egg will 
arrive in time for breakfast, and 
his hope is that it will have a 
double yolk. Nobody asks whether 
the hen had a bad time. And it 
would be almost indelicate to ask 
how the trick was done 
In fact, of course, the process of 


Review of 
Advertising 
by 
COPYTASTER 
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producing a campaign is quite 


) elaborate, and the labour pains are 


frequently severe. But they can be 


> considerably mitigated if the pre- 


) liminary analysis of the problem in 
the copywriter’s mind is not too 
| perfunctory or superticial 
From time to time every writer 
Sand lecturer on advertising must 
+ have toyed with the idea of formu- 


458 


Sprats For 
Mackerel 


lating a kind of cockpit drilla 
series Of questions that a copywriter 
should ask himself before even 
beginning to think of headlines, 
pictures, copy-themes or slogans 
But the task is too formidable 
one would need a team of chess 
players to work out all the varia- 
tions, 

Nevertheless, one early step in 
the analysis is absolutely essential 
and I am convinced that it is for- 
gotten nearly as often as it is 
remembered. The very first thing 
to do when you are asked to pro- 
duce a campaign is to ask yourself 
whether the product is of a kind 
that the potential customers find 
intrinsically interesting. If you are 
advertising women’s clothes, the 
month's new gramophone records 
or the week's new films, motor- 
cars, holidays, or anything con- 
cerned with people's hobbies, there 
is no doubt at all 

On the other hand, if you are 
advertising hum-drum products of 
everyday use like household clean- 
ing materials and disinfectants, 
cooking ingredients, razor blades, 
and shaving soaps, matches, clec- 
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MAIDSTONE 
FLEET STREET 


Offers the reader 
an exciting story, a 
two-minute thriller, 
wriften in a master 
ful fashion. Interest 
is kept going right 


to the end 


tric lamps, bread, or boot-soles, 
you can be quite sure that the 
potential customer does not want 
to read advertisements about 
them. 

Borderline products present a 
problem of their own. Never give 
them the benefit of the doubt. 
Unless you are pretty sure they are 
intrinsically interesting, assume 
that the public doesn! want to 
read of them until you have good 
evidence to the contrary Your 
chent will disagree, of course, but 
you can always challenge him to 
produce the necessary evidence. 
Ask him——for example to let you 
see all the letters he has received 
during the last seven days in which 


his advertising is even mentioned. 

If you have turned thumbs 
down on your product in this 
test, your problem is find out 
what you can put into the copy to 


make it more inviting and palat- 


able. What incentive to read the 
advertisement can you offer? One 
good plan is to include something 
useful to the reader--a recipe or 
perhaps a few household hints, or 
suggestions for nursery colour- 
schemes. A favourite plan in this 
country 1s to entertain the reader 


with puns, jokes, or light verses 
(Did you see Schweppe's prophetic 
verse about swift French horses on 
Derby Day?) 

But the best plan of all is to 
remember that even a dull and 
boring product may bring advan- 
tages that can be made interesting, 
glamorous or dramatic if only 
you—and the client—are bold 
enough to sacrifice a reasonable 
amount of space to the incentive. 


* * * 


Horuck’s is not dull or boring 
but it can certainly not be called an 
intrinsically interesting product. 
Nobody is panting to read how 
much malt there is in Hortick’s or 
whether the milk comes from con- 
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tented cows. So what does the 
advertiser do? As an incentive he 
offers the reader an exciting story 
a two-minute thriller—and does it 
in masterful fashion! As I look at 
the copy I am increasingly amazed 
at the skilful way in which the 
interest in the little story is kept 
going right to the end. Far too 
many of these continuity adver- 
lisements begin reasonably well, 
but become tame and obvious the 
moment the product arrives on the 
scene, but see how prolific of ideas 

really fresh ideas—this writer is! 
Ninety-nine out of a hundred 
advertisers would have supplied 
the ending everybody expected 
the bigger, better, and altogether 
more brilliant shop than our hero 
had before. But here is the surprise 
ending—the really original notion 
that rewards the reader with a 
pleasant surprise 

It is always good to give the 
reader something useful, informa- 
tive or entertaining in return for 
the few moments you want him to 
give to the advertiser. It leaves the 
reader in a friendly frame of mind 
towards the product; it encourages 
him to read your next advertise- 
ment; and, if you are as skilful as 
Horlick’s copywriter, it enables you 
to retail your selling points more 
memorably and more convincingly 
than they could ever be told in a 
less “unselfish” kind of advertise- 
ment. 

* * * 


MUCH MORE sUBTLE—and surely 
less effective—is the reader's re- 
ward in this advertisement for 
Sumlock from The Times. The lay- 
out is tremendously strong, of 
course, and few people can have 
failed to look at the advertisement 
Some will have read the panel of 
copy—and it is good copy of its 
kind. But how many, I wonder, 
will have turned the newspaper 
round to read the words on the 
strips of ticker-tape? Not many 
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Abracadabra 


says C. H. D. Redhead, A.1.P.A., of Redheads Advertising Ltd., Newcastle. 


Like so many first-class advertising men, Mr. Redhead believes that showmanship is half 
the battle of presenting clients’ products to the public. 


His strong sense of the dramatic, no doubt, is a result of his pre-advertising experience when he 
worked in the professional theatre. Years later, mainly to prove that he could do it, he took up 
conjuring as a hobby, and many an evening function was livened by the magic of the great 
“Kabarini °’. 

But these days the rapidly expanding Redhead Agency takes up all his time and his conjuring 
activities are largely confined to finding the best possible media for his various accounts. 

Wide coverage at an economic rate is the basis of most of his national campaigns. This explains 
his high regard for the Daily Mirror. The Daily Mirror's daily net sale of over 4,547,000 is the 


largest in the world. 


Daily Mirror 
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CALLING 


has been introduced to do the same job throughout the 
world as the Radio Times does at home. 


It carries comprehensive radio programmes of the 


B.B.C. Overseas Services and, therefore, like the Radio 
Times, it commands regular, if not daily, readership. 
London Calling is a unique export advertising medium, 
penetrating all over the world, to Australia, New 
Zealand, the Far East, the Middle East, Canada, the 
United States of America, Latin America and the 
Colonies. 

If you export British goods, then * London Calling’ 


is the ideal medium for your advertising. 


Write for specimen copy and advertising rates to: 
Advertisement Department, B.B.C, Publications, 


ese Broadcasting House, Portland Place, London, WI 


| remember advertise- 


| Can you 
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| Review of Advertising—continued 


I'll be bound, got past the first line: 


17000 CASES SALMON @ PER 
100 £140 PLU S CASE CHARGE PER 


| GROSS £ 


Yet a really huge reward came to 
the few who pressed on regardless 
of that prosaic opening. 

10,000 NORTH SEA BLUE @ 
PER 100 £126 & 15,000 CASES GRADE 
4 @ PER 100 £115 

TINNED SNOBK i NCH ER 
100 £50 SALE OR RETURN CHARGE 
See LESS 1b % IF NOT 

NO, R CHAR GB} 00 DOZ 
CASES ABBIT SKINNED~—I MEAN 
TINNED @ PER DOZ. 6/- LESS 

ONE FLORAL TRIBUTE TO 
DAPHNE—N O, NO, NO,—1,000 DOZ. 
FLOR hy TE CRAY @ @ 


PER DOZ. 7/- — NO SiR x 
LESS DIS(¢ SOUNT OF 25% WITH IN 
) 

24,000 PIL- 

CHARDS ER 1X 5/6 ER 

24 =« 56) IN SHILLINGS OR WAS IT 
2,000 x 39 THAT'S : 

MINUS THE FIRST NU! 

THAT'S NORTH SEA RABBIT Ss 
] 


2,000 CASES—OR WAS IT DOZ? 


—DISTRACTED SALMON LINE 
CA 


- PER DOZ. TINS FOS 
FOR 
R DOZ 


000 HELP! « 
PER DIEM. FIGL TRES. ALL FRESH 


AND WRIGGLI 


Now this was splendid stuff— 
grand fun to read, and not too 
wildly far from the rambling 
thoughts that distract an over-tired 
accountant. You can bet your 
boots that everyone who read it 
was on the gui vive for the next 
insertion, and that quite a lot of 
people showed it to their friends. 
But if it was worth printing at all, 
it was worth being read by every- 
body who looked at the advertise- 
ment. It would have been less 
subtle to draw specia! attention to 
it—but there’s seldom room for 
subtlety in this job 
But I mustn't grum- 


‘SUM CK. 
Words on the strips of ticker-tape 
are grand fun to read. 


ments is often used here and on 
the Continent but Americans and 
Canadians are very chary of it. 
For many years | thought that 
this was a reflection of the 
American's serious attitude to 
business——‘‘a dollar is no laughing 
matter”’—but I am now told that 
the mixture of nationalities is the 
difficulty. What would seem funny 
to an immigrant from France 
might seem merely stupid to one 
from Germany and insulting to 
another from Teneriffe. Maybe so. 
But can you imagine anybody, of 
any colour, who wouldn't smile 
fondly over this delightful and 
effective prescription from Dr. 
Jenner? 


ble too hard at what 
gave me personally 
such a chuckle. 
7 . 
Humour as an 
incentive to read or 


imagine 

anybody who 

wouldn't smile 

fondly over this 

delightful prescrip- 
tion? 


: 


Also for Heartburn and Acidity 
BE EES 


wet are quiekiy 


rateres Gy Or, Jenner's Amornent 
4 Tend 3 Sirem Chemeass 

peat 

Soe tres vomete of ‘ 


SAVORY & MOORE Lid. 54. Wigmore Street, London, W.1. 


“Selling Your Ads. To Salesmen” 


How one company 
vertising story to its 
staff to enable them to do ~~: 
job as effectively as possible, 
described by Mr. R. L Pritchard, 
advertising manager, Mirro 
Aluminium Co., in Printers’ Ink, 

The method consists in using 
the wall space of the company’s 
conference room for displays of 
the consumer and trade advertis- 
ing, with media facts to convince 
the sales people that they are be- 
ing helped all the time. When 
the sales people gather in this 
“merchandising centre,” the dis- 
plays serve as visual aids in pre- 


tells its ad- 
own selling 


| senting the advertising story: and 


sO many requests have come in 
from the salesmen for material 
on display that a planograph 
booklet has been run off for gen- 
eral distribution. Although the 
main emphasis is on the maga- 
zines used, considerable space is 
devoted to point-of-sale material, 
dealer “mat” service, and plans 
for future advertising. 


The fifteen display panels are 
approximately 34 feet wide and 
44 feet high. Each panel is fur- 
nished with a draw card so that 
it can be opened when discussing 
one subject and closed before 
moving on to the next 
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THE DAILY TELEGRAPH 

has more readers in the 

higher income groups 

than any other national 

daily newspaper. There- 

fore it is the best 

medium by which 

quality goods may be 

brought to the attention of people who 
are able to pay for them, either by 
classified advertisements or display. 


The Dailp Telegraph 


IN A CLASS BY ITSELF 
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ADVERTISER'S WEEKLY 
PACKAGING PARADE 


What The Well-Dressed 
Sponge Is Wearing 


Re Sponges are now 
“well-dressed”-—in packs of 
wide and attractive variety, like 
this Water Baby box, which is in 
clear acetate with pink and blue 
motifs. It was designed and made 
by John Dickinson & Co, Ltd. for 
Cresswell Bros. Sponges (Inter- 
national Sponge Importers Ltd.). 

A broadsheet, “‘The Case of the 
Well-Dressed Sponge,” presents |7 
different types of sponge in their 
new packs, and lists prices and 


Above: Water 


The Cresswell 
Baby sponge in its attractive clear 


acetate pack Right English 

Numbering Machines Ltd. pack 

for their Type High machine and 
ACCESSOTIES. 


EVERY OTHER MONTH 


PRICE Me. 64 


sizes. Printed in nine - colour 
offset by Loxley Bros., and pro- 
duced by Reid Walker Advertising 
Ltd., the broadsheet is now finding 
its way to.the consumer over 
chemists’ counters throughout the 
country. 


* * * 
|= new finger-tip dispenser 
was exhibited for the first time at 


the B.LF. by the Metal Box Co. 
Ltd. It has been introduced for 
packaging and dispensing insecti- 


cides, and consists of a seamless 
aluminium body with a tinplate top 
double-seamed on to the body. In 
the centre of the top is a fine nozzle 
controlled by a valve operated by a 
slight pressure of the finger. The 
insecticide is packed under pressure 
of a propelient gas which, when the 
valve is opened, forces it out in a 
spray so fine as to be a true 
acrosol, Le. a dispersion with a 
drop size not exceeding 30 microns. 

A four- or five-second burst of 
an insecticide from this dispenser 
in the middle of a normal sized 
room will within a few minutes 
have diffused throughout the whole 
atmosphere of the room in a con- 
centration lethal to the majority of 
flies and other insects. The con- 
centration will remain effective 
for from two to three hours. 


€ * * 


peNGtse Numbering Machines 
Ltd. have designed this pack to 
house their Type High numbering 
machine and its accessories. It is 
in plastic material, with a yellow 
lid and black base. 


This attractive desk -calendar 
issued by Bowater Paper Corpo- 
ration Ltd. features “Famous 
Customers of Bowaters.” Printed 
letterpress and gravure in cream, 
black and terra-cotia by E. S. & 
A. Robinson Lid., and produced 


by S. T. Garland Advertising 
Service Ltd., it has circulated all 
over the world, demonstrating 


the high quality of British design 
and craftsmanship. 


Future has a serious editorial purpose 


to champion the cause of competitive business 


Future also has a serious readership 


in industry, commerce and the public services 
Future is therefore a serious advertising proposition 
as Britain’s leading business magazine 


Black and white pages at £80 are available 


June 8, 1950 


This Metal Box dispenser pro- 
duces a true aerosol spray. 


consisting of those who earn their living 


The future of British business is the future of Britain 


Ws ‘ eis 4 ® 
a 8 . 
= te Hi] ¢ 4 
¥; ' tae RTF 
z m “NSE 
: : 
n it Wy, 7 igi 
w , Oo” tebe st 
e', SS. ~ ——_— 
- Big a 
: c a — | ee a “2 
ize oe 
* ; Po po 
% 3 
; EE \ 
‘ ia \ Spd a . 
of ; ie, gape? i - Re 
= ' Bw a Po e & 
W f * at a * , * : mes 
sh = A am : Xe. a) 7m ¢ 
Fi | ‘J 2 _ ¥ e % - 
7 4 | ‘Sl . aye sh 4 ig’ 
7 i Swe IMG pi , 
_ L | a ; 
7 4 ek ie ao ae " > Si 
4 Oy Ear ’ — ij 
ane 3 ’ ae oe _ 4: - : 
2 ve, ae . 4 a 
_ - ee ><, 
7“ : P } Cia] 4 5 
ay ; Z 4 k 
| ee 
—_— _ —- meee ve bie at rll ee 
— { 
ee] ’ Sn * 
7 : i. ‘ 
— ; hd 
na 4 - * 
a : iag 
4 ee 
ea 
Ba ; ee 
ot Pa 
i _ eee on 
ii dese, 
Pp Aes 
— pales: ¥ 
. ante Cogs = e P 
ae: : rg a 
De: } oe a = oa 
an 4 
ae a 32 
“| Ss 
. , ‘ 4 a hon, ‘ 
ie = ‘a ee OES eh %, : 
as ar age. +, ee Bra. Sa 3 Sea 
; SE 3 2 = = AE. Cowlishaw , Space Manoger, 
- re: F: i er Ae Bs Soe fi sid # + 
a Baa SS . i Sie Adprint House, Rathbone Place, Wi “Museum 7788 
ms : as Ya sane. | 
i : ES saa Se oe ; 
* y : 
Py: ~ 
: ‘ _ =e eer a - ie ae, ee —> * ae 
Re eo ok og ohh e* ae va i = cee a a Se eee a 


June 8, 1950 ; ADVERTISER'S WEEKLY 


| He = 


‘On bokes for to rede, I me delyte, THE xfM{% TIMES 


Thus the happy bookworm in Chaucer’s day. In our AND ITS COMPANION 
3 “ PUBLICATIONS 


Times Literary Supplement is an indispensable weekly satan hd SU PPLEMENT 
: very Friday 


: EDUCATIONAL SUPPLEMENT 
literature, it covers with equal authority every subject Every Friday 


own day, wherever books are a source of delight The 
guide. The foremost periodical in the world devoted to’ 


of intelligent interest, from biography and _ nuclear THE —= BY AIR 
Daily 

WEEKLY EDITION 

books are marked by learning and liveliness, wide Every Wednesday 

The Ts mes pny oe pa ay 

Literary Supplement is read by a discriminating public THE TIMES SURVEYS 


physics to economics and poetry. Its reviews of modern 
sympathy and critical discernment. In brief, 


» . . Occasional Publ a 
of thoughtful mind and cultivated taste. Mateore of National hetavedt 
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SPACE 


is going fast in 


The Reader’s Digest 


If you want some—ACT QUICKLY 


DVERTISERS’ demands for space in the British 

edition have been heavy. Even though more 
advertising pages are available from June onwards 
with a corresponding increase in text —practically all 
space for the rest of 1950 has been sold. 


FULL COLOUR IN OCTOBER! 


From October onwards, a limited number of four- 
colour pages will be available. Demand for these pages 
is brisk——so get in early with your bookings. 


WHAT THE BRITISH EDITION OFFERS 


The British edition guarantees to advertisers an aver 
age monthly net sale of 400,000. It is conservatively 
estimated that each copy has at least 5 readers 

These 2,000,000 readers (slightly more men than 
women) are largely among the higher and middle 
income groups the people whe ean choose how to 
spend their money 

The Reader's Digest has built up its world record 
sale on reading matter. Each copy is read carefully, at 
leisure. Your advertising, too, will get serious atten 
tion, The text of the Header's Digest does not rely on 
pictures; so if your advertising is illustrated, it will be 
all the more striking in the magazine 

\ high proportion of Reader's Digest sales are on 
regular orders. Therefore, any care fully planned series 
of advertisements has a greater chance of building up 
interest because of these regular readers 

Printing is by rotogravure for black-and-white and 
twe-colour advertidements, and by offset litho for 
four-colour, Page rates are €275 (black-and-white), 
LS10(two-colour), and £440(four-colour), with generous 
discounts, amounting in some instances to 10 per cent 


AN IDEA THAT GREW 

The history of The Reader's Digest is a success story 
par excellence. Uts first issuc in 1922 marked the birth 
of a new idea—a pocket-size magazine containing con- 
densations of the best articles and stories in current maga- 
zines, newspapers, and books 

Now the American edition alone sells more than 9% 
million copies every month; and international editions 
bring the world total to 15,000,000! 


| The “A.W.” 

| PRODUCTION QUIZ 
Conducted by 

| Albert Smallwood, F.RS.A., A.M.1A.M.A., B.T.G. 


For details of space in the British and International 
editions, apply to the Advertisement Department 


The Reader’s Digest 


Premier House, Hatton Garden, London, E.C.! 


TELEPHONE HOLBORN 8601 


1. This object is mineral, it has a body, shoulders, face and beard 

and occupies first place in Advertising 

2. Supply the missing words in the following familiar production 

terms 

(a) Combined line and 

(bh) Step and 

(c) Ben Shading medium. 

(d) Primary, secondary and ——— colours. 

Name a printing process, the basic principles of which were 
discovered in an accidental manner, by a young man who was 
intended for the legal profession but later became a composer 
of music 

In the following, the block screens are given incorrectly against 
the class of paper with which they are usually associated. 
Place the most appropriate screen with the class of paper 
with which it is usually connected. 

133-line. Average quality newsprint. 
55-line. Medium quality coated paper. 
100-line. High grade coated paper. 
150-line. Super-calendered. 

“Machine direction” in the making of paper is important in 
lithographic printing because a common, colourless liquid ts 
employed. Name the liquid. 

The death of this iady, in 1935, was a great loss to American 
printing 

In which process can the printing of a colour be spoiled by an 
unclean “squeegee”? 

In which year was stamp duty imposed on newspapers? 

If you examined closely a halftone illustration from an adver- 
tisement printed by (a) Letterpress, (5) Lithography, and 
(c) Photograyure, which would show “dots” of uniform size 
but with variation in intensity? 

How many did you get correct? The answers are on page 484. 


Dennis Beytagh and silk-screened 
in two colours Consignments 


DISPLAYS 
of these models were despatched 


Phis Gay Little Man to places as far apart as Notting- 
Sells Shoes ham and Brighton, and there 
‘ es , have, state the designers, been no 

VHIS gay littl Mexican may complaints of damage 

be seen now many shoe * * * 
shops. It was produced by Art & CREENED in eleven colours 
Industrial designs to promote by Phelps Publicity, this 
showcard for D.A.Y. savoury 
flakes is a flat colour interpre- 
tation of a wash drawing by 
M. A. Brownfoot, in collabora 
tion with Hyde & Partners Ltd 
Printing was carried out by 
Phelps Publicity in less than a 
fortnight 


ABBS FLAVOUR 
70 THE MEAL 


Maxicoolce { shoe) and 
Mexicoolee by (California) 
Ltd. Mod o J. Carr, it 
stands about » high and is 
composed of red, white, blue and 
yellow cartridge paper and cel 
luloid. The flag was designed by 
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He’s due to hook for the Old Boys at three but he'll finish the ‘* Post” in the train so that 
his wife can read it after lunch. The “ Post” is an essential part of the background of the 
young Midland business man. Someday he'll be a key executive or on the Board—may be 
in the Council as well. He trusts our news and respects our views, and he accepts the 


advertisements as reliable—like the paper. 


To cover the Midlands first cover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C. 


» 2 


- 
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Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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TRADE & TECHNICAL ADVERTISING . 


THE TRADE PRESS 


AND SO THE MONEY WENT 
DOWN THE DRAIN 


SCRUTINEER draws attention to the things 
that happen when production and publicity are 


ee ee 


NE would imagine that 

in these enlightened days 

it would be unnecessary to 
stress the importance of co-relat- 
ing the producing side of a 
business with the advertising 
department in order to ensure 
perfect timing between the two, 
but it is surprising how often these 
two sections still manage occasion 
ally to get “out of step.” A story 
lustrating the consequences of 
such mis-timing was told recently 
by Mr. Trevor Fenwick, of Fen 
wick, Ltd., big departmental store 
people, of London and Newcastle 
on-Tyne, at a conference of the 
Drapers’ Chamber of Trade, at 
Cheltenham ( Fashion Trade Weedly, 
May 4) 

“Many of our suppliers, in the 
last few years,” he said, “have 
become substantial national ad 
vertisers. A great deal of this 
advertising is extremely effective 
But there 1s also a great deal which 
has scarcely emerged from the 
stage of prestige or goodwill 
advertising. To give you an 
example, I will quote the case of an 
advertisement costing nearly £50 
for which copy and blocks recently 
reached 4 provincial newspaper 
three days before the arrival of the 
first sample of the garment it 
showed. The sample was in a bal 
colour the buyer had never seen 
Not surprisingly, so ill-planned 
was the promotion that the money 
went down the drain Much 
greater efficiency is yet attainable 
m such matters, and it will come as 
trade becomes harder to get.” 


+ * * 


XO advertising men who can 

remember (and it was not so 
long ago) the days when advertising 
and the men in it were regarded by 
the public at large as something 
akin to the Bohemian and not to 
be taken seriously, it must be 


Ownend-amith 


a wy 


40/41 CONDUIT ST. 


a 


extremely gratifying to note the 
growing number of trades and 
industries which are now advocat- 
ing advertising and publicity 
schemes as the panacea for their 
current, or expected, economic ills. 
When the National Federation 
of Fruit and Potato Trades held its 
annual conference at Brighton 
recently (Fruit Trades Journal, 
May 6), publicity was the theme 
running through it. Summing up a 
debate on the best means of 
providing publicity, this journal 
stated it was clear that although 
some speakers seemed to confuse the 
issues, the publicity primarily 
wanted by the conference was for 
the instruction of a misled public, 
as well as the edification of a 
frequently mistaken Press, rather 
than propaganda which should 
take the form of an Eat More 
Fruit campaign revival (upon 
which presidential cold water was 
poured, temporarily at any rate.) 
Mr. Bowerman (vice-chairman of 
the Federation’s publicity com- 
mittee) declared in the debate that 
the time seemed ripe for 
expansion of their policy of in- 
forming the public about the 
functions of their part of the 
industry. He hoped Federation 
members would give an assurance 
that it was their wish to further the 
programme not only of informing 
the public about the wholesale 
trade’s functions, but of telling it 
how certain fruits and vegetables 
during the gluts—could be used 
better But a national campaign 
would require considerable sums 
He thought an average contribution 
of £10 a head would be necessary 
perhaps £50 from the largest down 
to £2 from the smallest, so that a 
national fund could be launched 


e * * 


PUBLICITY campaign to 
explain to hospital supply 
officers the advantages of dealing 


yadvertisingrs 
PHONE: REGENT 2600. 


allowed to get out of step. 


with a wholesaler has been 
launched by the Pottery and Glass 
Wholesalers’ Association (/ron- 
mongers’ Weekly, May 4). A 
special Hospital Supply Group ts 
to send publicity iaterial, in- 
cluding a list of association 
members specialising in hospital 
service, to the 524 hospital supply 
officers in the kingd: 

The same issue reports that Mr. 
Gerald Dyas (Rott. Dyas Ltd., 
London) has been elected chairman 
for the ensuing year of the publicity 
committee of the National Federa- 
tion of lronmongers 

An innovation in 
the way, is a price list « 
and decorators’ suppliers 
as a supplement of 
pink paper, it gives controlled or 
manufacturers’ suggested retail 
selling prices where a\.ilable, and 
in other cases, the aver.ige retailers’ 


s issue, by 
drysaltery 

Printed 
pages, on 


tink up wich 
the 
tat Camparyn 


There is 
between 


tie-up here 

rer's own 
publicity industry s 
national Denton Hat 
Co. Lid 1 's Wear. 


prices to the public. The list is to 
be published at intervals, and 
price changes which occur between 
issues will be noted in the 1.W. 
- * - 
IR MINGHAN ironmongers 
have decided to support the 
publicity scheme of the National 
Federation of Ironmongers for 
another 12 months on the condition 
that national! advertising is cut 
out (Hardware Trade Journal, May 
12). Mr. W. J. Dyer, at a local 
meeting, thought the members 
who were not in the scheme had 
missed a golden opportunity of 
Participating in national advertising 
because they had thought too much 
about the £5 a year subscription 
which, in any case, amounted to 
less than that when one took into 
consideration that it was a charge- 
able expense against income tax. 
A suggestion he made was that 
branches should form their own 
advertising committees. Ifthe N.F.1L. 
were unable to continue national 
advertising, then it might be able 
to make grants to members to 
assist in — advertising. 
o - 
pros 7 AP, incidentally, last 
month issued, as a separate 
publication, The Hardware Trade 
Journal Key List of Tools. A very 
fine publication of 228 pp., it 
describes the special uses and 
applications of 400 tools distributed 
by the trade, together with 600 
illustrations. The key list section 
enables distributors to find im- 
mediately the makers or source of 
supply of tools sold under 1,142 
brand names or marks. The book 
is free to subscribers, additional 
copies being 2s. 6d. each 
« * eS 
NOTHER advocate of national 
advertising to stimulate trade 
is Mr. H. G. Durston, president of 
(Continued on page 468) 


PUT A NEW SPARKLE INTO YOUR 


ADVERTISING .. . it will cost you no more! 


& 
2 a 
ag eee 
zg (ie 
7 ee 
x 4 ee - v 
-. 
a 5 
a 
pe 
2a : 
4 
£ 
7 
ug 
a | 
a | 
ok ; 
_ 
+: -. 
ie 
. 2 
ca. E 
7 ; 
{4 7 
- » ; 
ie 
er 
A % S ‘ 
1 " : ome - 
q cet A HAT 
ae . 
a i as, 
‘Ss 7 2 ; 
_ q 
a 
Lae i 
tae 
# ; po 
* 
“AR 
7 i 
7 _i : | 
% 
“i. 
‘¢ “ 
c Se eS ke! wis : 
= = - re fi 
ko, bs ie ae Ay ; ed ies ah ; lis a 5 | " = . “J ee ee Ky t- A ee, zl be hi 3 : . 
his 12 ga cee ae q ee 3S Pe ee ee ae oo ei ae ¥ 


June 8, 1950 


Messe ial,” + : 
. ae 


to 


oe 


| le 


os Tan 


Janvary 1950 - “13 550 


ot Altres Melly T+ 
‘= ex * 


950 -14.700 


R WEEx 


1 SEN Sel ecarenartie naire 
«? 


LARGER NET PAID CIRCULATION THAN ANY 


eal aaa rae =. A ee Va. ie ers oP ig | 7 
Fe 467 ADVERTISER'S WEEKLY 4 
4 
} aft ne ee ' s ; sg 2 
F ae : "lhe | 
= ; 2 : ie ee i uF 
Lie .- ie Ie ae > ea Coe x . ; “se Peo bad Pha é = 1% eS - 4 
Ze. |. ew *. OF OF has ie 
ae , Lee | ae : ¢ ~. , . : ' 
a aN ee 50 i & oh bis 3 eh aa : 
3 , 3 0,> +: | ara | 
iz ra 4 - \ ‘ ee Ll a 4 gh ene tsk are 
ee er 
se os RARE 
ie ens avy 194 8 "ee 
sm we See -105 a 
Z a . . e S a " " 0 6 cS a ae ie pee a : 
mh a 949 - 10,650 Jn q 
a © | MM OE Po, yan 4 ae ; 2 
: : “gt he P ie - 
= « tig vy a ; De 
4 ‘= ’ RE R  d tg a 2¢0 
- ; | fi re ® r | te | ‘ 
al z , - - fj 4 sa aa iz Y : : 
ns 3 : a ee Cet . : teas re i : 
we ee ic, 3 Po 
eg i Reo 4 a | ile t 
et tog 4 - tab 7 mre i oe i <i ees a ‘2 | 
i " 53 3 2 7 a s “| : | 4 vA le! ; 
: i . # a | 
: Ree ca Pe 3> ; : : Lal 
« (ae oie eee ¥ ee eee P ce 
et yD a se ods S/R a, A 2 ll ils ' i teu. ' y 5 
‘ = er ie by, an 7 ee. path - be > ta - ie =i 8 Es A fs a? Co’ eaey. a 7 if . 7 
pees ose i ; —e 5 vr Vay : 
; THE WEEKLY TRADE PAPER WITH A 4 
‘ae : a 
og ey - arse . ae, 
. OTHER BRITISH MEN’S WEAR PUBLICATION . 
: : dy gee ae a : a = gg Sa ae a: a pe at - 
7 a a ie . a ; ede. 25 aaa pet tc aT ~ a oo r“) Ji - 
. lgteal ic Tae ae \ og! ree Fy a 4 : i 
34 ee He q | . ez ; é Sia . ae “,~ 4 a. ‘| ; > po i ‘ 
oy ities 8 Me) Se 5 / TAPOeUGA vEAUEL ut ob 
- aye ; — \ mrmimmens CCELI ii 2 "8 aan ee a ee : 
2 ‘ohh | er a te 9 ae a oe 9 


ADVERTISER'S WEEKLY 


Is it Building 
or Civil Engineering ? 


With the removal of newsprint restrictions 
the already large circulation of this building 
and civil engineering newspaper is jumping 
by thousands each month. More and more 
hundreds of contractors and others connected 
with those industries are now able to buy 
their very own weekly the one that «pecial- 
ines in presenting a comprehensive survey of 
the present and future in the Building and 
Civil Engineering World. 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


{ : 69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 


* 


The National Weekly 
Independent and 
Non-Political News- 
paper with a record 
of 80 years service to 
the Industry. 


* 


* Technically 
Specialised Selling 


at FOR BRITISH INDUSTRIAL 
| PRODUCTS 
‘ Straightforward technical information for 


| buyers is 


the theme of B.LE.’s principal 
editorial 


item — the Survey of Industrial 
Equipment. Purchasing executives of firms 
and factories in all parts of the world 
acknowledge this in their letters. The theme 
is retained throughout the editorial content 
in features such as Reports, For 
Your Information, ete 
Used regularly as an advertising medium, 
British INDUSTRIAL FPOulPMENT will ensure 
well directed and continuous publicity for your 
j chents’ products in carefully selected overseas 
markets. Write or telephone for fuller details 
NOW 


| deh 


BRITISH 


Progress 


formation about B.1.B. in the 
Weekly Techmcal Section 


180 FLEET STREET 
LONDON, E.€.4 
Tel.: CHAncer) 
8844 (15 lines) 


INDUSTRIAL 
EKQUIPMENT 
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TRADE & TECHNICAL ADVERTISING 


The Money Went Down The 


Drain—continued 


June 8, 1950 


the Boot Manufacturers’ Federa- 
tion (Shoe and Leather Record, 
May 4). At its recent annual 
meeting, when speaking on the 
future of the trade, Mr. Durston 
said he hoped the trade, through 
the Federation, would consider 
whether it could do something to 


| stimulate trade and thought there 


would be much support from 


| manufacturers for a properly run 


national advertising campaign done 
On a positive basis. The trade had 
a story to tell which it had never 


| told 


National promotion of men’s 
summer footwear started last 
month in Canada (Shoe and Leather 
Record, May 11) with the first 
advertisement appearing in the 
Toronto Star Weekly. A feature of 
the campaign, run by the Men's 
Shoe Promotion Group, is a 
national window display and pro- 
motion contest in which cash 
prizes totalling £600 will be 
awarded for the best display and 
promotion jobs done by Cafiadian 
shoe retailers tying in with the 
“Take the Blankets Off Your 
Feet” (winter shoes) theme. Meet- 
ings have been called in London, 
Ottawa, Toronto and Montreal to 
help stir local shoemen to im- 
mediate action and it is hoped 
other cities will follow suit. 


* * * 


, DVERTISING as a stimulant 
‘¥for business also received con- 
siderable support in the Fish 
Friers’ Review for Ma It was 
noted that an item on the agenda 
for the National Federation of 
Fish Friers’ conference, which ends 
at Gt. Yarmouth to-day, June 8, 
called for the executive to consider 
an early national advertising cam- 
paign for fish and chips On 
another page it was reported that 
the Nottingham and district branch 
of the N.F.F.F. had approved a 
scheme of local press advertising: 
and an article by “A.B...” who has 
been advocating publicity schemes 
for some time, gave examples of 
other trades which had proved the 
value of collective advertising for 
food and drink. 


* * * 


GOME idea of what the Irish 
«Linen Guild is doing to promote 
sales of Irish linen in the U.S.A. 
was given in Women's Wear News 
(May 18). “Trish Linen Week” 
was started there on May 15 and 
big retail stores staged special 
window displays and full-page 
advertisements in magazines. Elab- 
orate brochures giving details of 
the event were produced by the 
New York Committee of the 
Guild and issued to thousands of 


store buyers and merchandise 
managements. It is estimated that 
the campaign in the States -is 
costing £50,000 A similar drive 


on a smaller scale is bein 
out in Canada 


* * * 


fPHE inaugural meeting of a 
general joint publicity committee 


g carried 


of all associations connected with 
the fur trade (see ADVERTISER'S 
Weerk.y, April 13) to promote 
greater publicity for furs had not 
taken place at the time these 
notes were written. Fur Record 
(April) reported that the meeting 
had had to be postponed because of 
iliness and other reasons of a 
number of the representatives. 
Arrangements are being made, 
however, for the meeting to take 
place in the very near future. 


* * * 


DESCRIBING them as a fore- 
taste of the more lavish Eat 
More Fruit propaganda material, 
Fruit Trades’ Journal (April 29) 
reproduced four small posters and 
Streamers, some of those which 
Sheffield retailers had distributed 
as part of their publicity plans. 


* * * 


with its May 6 issue, The 
Grocer inaugurated a monthly 
supplement which aims at helping 
young men (“of all ages”) to make a 
success of their careers in food 
distribution. A loose supplement 
of 24 pages, with cover pages in 
colour, it is intended to be in- 
cluded in the first issue each 
month. The first one sets an 
excellent standard and the idea, if 
followed through in the manner of 
the first, should prove of consider- 


able educational value tothe 
young grocer. 
s o * 
T the annual meeting and 


‘dinner recently of the Associa- 
tion of British Pharmaceutical 
Industry, Mr. L Taylor 
(president) referred to the heavy 
task performed by the industry 
during the past year and pointed 
out that this task was not made 


lighter by differences between 
Government departments. He 
emphasised the need to export 


goods bearing names of world- 
wide repute, “for people abroad 
wanted the names they knew and 
not some dreary N.F. number.” 

Commenting, The Chemist and 
Druggist (May 6) stated: “One 
may go a step further and hold 
that the name of a _ reputable 
manufacturer is a potent factor in 
deciding a customer's choice in 
this country. Are not most of us 
influenced, when buying a hat, a 
pair of shoes or a household 
appliance, by names recommended 
to us either personally or by re- 
peated advertisement?” 


* * * 


PREDICTION that within 

two years the Men's Wear 
Gift Token Scheme sponsored by 
the National Association of Out- 
fitters (see ADVERTISER'S WEEKLY, 
April 13) would become a by-word 
in the country was made at a 
conference of the Association at 
Cheltenham last month (Men's 
Wear, May 6). The scheme was 


(Continued on page 474) 


EC ee = a : 
Fi ——— : 
Pa ESTABLISHED 79 YEARS ; 
Mee 
me ‘ . . Gat Se 
°. ~L Ree s 
i pan fae ci 
oe. OR OMNIA vin 
ot 
pe 
Ae ee 
a — | " 
a a | 
4 " 
“an 
: H EE A 
ins J : | | 
cS 
ee : | 
5 | 7 
i : 
4 = 5 
P ee a 7 
— | 
FNS y . = — j 3 
a ) 
7 os 
E | | 
aa : 
= | . 
| 
a ee 
tee Po 
oy 7 | ; , 
b | pe : 
ney z 
a | ee 
7 a . 
7 & Ce Ieee ' Po Po MY 
S 
; : ee "} 
a . : A : : eae pr ie? A i + > aoe ies gh "2s eire > alle a 


Supplement to ADVERTISER'S WEEKLY, Thursday, June 8, 1950, 


rice = 


A MARKETING SURVEX FOR@ | 
EXPORTERS & ADVERTISERS? § 


rs 


CS a ee ee | oh a ae. ee Tek. sor : 
' . : 
a st 
2 : Mtr, ‘ ) 
ie Bee 
be ; 
# tH 4 “/ 
a I e 
are Rh Bi = Ve ue § 3 
fe ; AC: i 
ha pe j 
oe ; 
a4 ; 4 ig 
tg y , 
Te , <4 ytore ah Sor 
74 ) 3 
pois | 
ee = 
$4 Bs 
Aas | 
aye — — § : 
| ae Beier). aA pater ~ — 
e Po ee i Se 
£. ._ * ; * on ees may a 
Ag > ’ ; 
[ee Z s ral ss Be a sat § OF ae py B ee ~ ; ie 
a" " ! g% s ; Mt, « Ot 
| Evo. Pa cine: , D $ ’ ‘ 4 ¥ path ek 
e! Oo ee a . | So a SR ; + ee ae a 
~ * Pe 1 2elewe. aq (| SS ‘ a > 
: - : \ A ' “4 ‘ tt i Bh <j ja 
— : Vest ae ~_ = oe ~ : *®a4 ion 
Sa ' . : ee 2S ee + we me fF. 
Pe | petSh6LaF + &, +6: ee Ee ne 
DS ae enw : oe : cae 0U™”C en 
‘es | a 
| OE a VE! ° : rt yin Lg pose 
ey ; hea |e ee Te a :, eo 5 
Paes, | & a = ~ FR i a 
Bs - =2 ’ Fe ee, oe Gl 
| mee i i me ~ ig 1° - . ; > tal . -v ih PT, hoa _— 
’ aie . a , f ‘8 xe ; a fi ,% of, La _ far.” “al a 
# i th Th oe 3 Pon fe aie ‘ ott Saas % a -. 
F al - 
ean ee a 


ADVERTISERS WEEKLY 


What are Your Sales Prospects in Denmark? 
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Shake 
hands 
with 


00.000 DANE 


readers of the most popular weeklies 


@ FAMILIE JOURNALEN 
Short stories and novels by 
selected authors: travel, 
popular scientific articles, 
sport, ladies’ and children’s 
pages, comic strips, etc. 
For the few—as well as for 
the many. Circulation 
320,000 a week. 


@ MONSTER TIDENDE 
Denmark's largest fashion 
journal, containing news 
from all fashion centres, 
articles on equipment of 
the home, physical culture, 
recipes, etc. Circulation 
83,000 fortnightly. 


@ SKIPPER SKRAK 

A magazine of cartoons for 
children between 8 and 80, 
brimming with fun and 
excitement. 


150,000 a week. 


Circulation 


@ Det ny RADIO BLAD 
All home and foreign wire- 
less programmes, news in 
pictures, interviews, etc. 
The only wireless pro- 
gramme magazine in 
Denmark. Circulation 
102,000 a week. 


Unfortunately it is still difficult to produce sufficient 
advertising space — but let us talk about it 


THE ALLERS PRESS LTD. 


Advertising Department, UNION A‘S., 
Mikkelbryggersgade 3, Copenhagen, K. 
Telephone : Central 797 
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DANISH TRADE JOURNAL 
devoted to 


PRODUCTION 


and 


MANAGEMENT 


MARKET RESEARCH 
PACKAGING 
ADVERTISING 


* 


Read by the responsible leaders 
of Danish Industry and Trade 


. 


Leading British advertisers use our journal regularly: 
British Industries Fair & 1. C. 1. & The Times 
Bakelite Ltd. #® Gritish Evropean Airways 
Vickers-Armstrong Ltd. & India Tyres# Adrema 


“ERHVERVSLIV” 


COPENHAGEN 


Represented in Great Britain by Frank L. Crane, 69 Fleet Street 
London EC 4 Tel Central 7811 
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Although founded in 1749 
Berlingske Tidende is still 
in the hands of the direct 
descendants of its founder 
A prominent member of 
this family, Carl Berling. 
Royal Danish Chamberlain, 
made Berlingske Tidende 
a daily in 16% 


Last 6 months 1949 
Weekdays 
188,996 


Sundays 
250,098 


oresight Confidence and Tradition 
during 200 Years — 


200 years ago @ small weekly in octavo — 
consisting of 8 pages only — was the first 
origin of Denmark's leading newspaper 
Size. circulation and editorial connections 
steadily increased, and the influence of 
Berlingske Tidende has spread out from 
Copenhagen until to-day it is felt in 
every corner of the kingdom 
Berlingske Tidende has never 


popularize itself through sensationalism 


sought to 


March 1950 
Weekdays 
191,265 


Sundays 
268,556 


\ Poltt® 


We) 
cenkieher™s ‘Fraabe™ | 


Its presentation and interpretation of the 
news are accepted as authoritative by the 
public. It stands for free enterprise in a 
free world — a policy which is bound to 
succeed in so democratic a country as 
Denmark. The proof is the largest daily cir- 
culation in this country (covering about 
40 % of the households in the capital) It 
is thus the leading advertising medium for 
exporters interested in the Danish market. 
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A trade expert analyses 


Long-term 


ENMARK is one of the 

few countries where con- 
ditions for international trade, 
particularly with the U.K., are 
improving — not only rapidly, 
but also on a firm foundation, 
so that this year should see a 
material and steady improve- 
ment. 

That was written in ADVER- 
TISER'S WEEKLY Over a year ago 
by H Deschampsneufs, of 
Pritchard, Wood and Partners, 
on his return from a visit to 
Denmark. 

Results achieved in 1949 have 
justified that forecast, and even 
better results appear likely for 
1980. 

Probably the main reason lies 
in the fact that Denmark is an 
agricultural country, concentrat- 
ing on the production of dairy 
produce. This represents some 
60 per cent of her export trade. 

Not only did Denmark recover 
more quickly than other 
European countries, but, even 
more important, she produced 
just what those countries wanted 


to buy. Her butter, eggs, bacon, 
cheese and cattle were readily 
saleable abroad. 

The U.K. is by far the largest of 
Denmark's customers — buying 
nearly ten times as much as 
Germany and Belgium, the two 
next best Danish customers. At 
the same time, the U.K. is 
Denmark's chief supplier. Her 
exports are twice as great as those 
of the U.S.A. 

The value of trade between 
Denmark and the U.K. has grown 
steadily since the war. The U.K 
bought £25 million’s worth of 
goods in 1947, £40 million in 
1948, and last year the figure went 
up to £75 million. Exports to 
Denmark have shown a similar 
Steady increase—{35 million in 
1948 and £60 million last year. 

While it would appear that 
Denmark has a _ favourable 
balance of trade with us, this is 
not so, due to two factors. Firstly, 
there are certain invisible items 
—like the purchase of re- 
export commodities—to be taken 
into account. Secondly, payments 
have to be made on the Danish 
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debt to the Bank of England. 
But certainly by the end of 1949, 
Denmark had achieved a balance 
of trade with the U.K 

For 1950 it has been estimated 
that the value of Danish exports 
to the U.K. will go up by about 
£25 million, and U.K. exports to 
Denmark are expected to reach 
£90 million, which is a one-third 
increase over last year. However, 
it must be remembered that there 
are the re-payments on the Danish 
debt to the Bank of England to 
be taken into consideration. At 
the same time, the effects of 
devaluation must show this year 
While Britain has agreed to take 
80 per cent of Denmark's export- 
able surplus of eggs, 90 per cent 
of her bacon, and 75 per cent of 
her butter, she will not at present 
agree to altering the long term 
prices which were settled before 
devaluation. At the same time, 
the rise in prices of British 
exports to Denmark will also 
have the effect of reducing the 
volume of goods interchanged 
between the two countries, so 
that, while 1950 will see probably 


Denmark’s Minister of Commerce, Industry 
and Shipping, Mr. J. O. Krag, in a message 


to “Advertiser's Weekly,” says:— 


“OUR TRADE TIES ARE CLOSE” 


T is a pleasure to me to be given the 

opportunity fo greet, through this Supplement, 
the readers of ApverTiser’s Weekty. The 
ties which attach Great Britain and Denmark 
to each other are very close, but still—or 
perhaps even more because of that—there is 
every reason for me to welcome any contribu- 
tion to the spreading of knowledge about 
Denmark in Great Britain—exactly as we over 
here are eager to learn about Great Britain. 

Denmark has for a long time had the 
friendliest feelings toward Great Britain, but 
especially during the last war our admiration 
of that valiant and persevering country increased 
And it may be observed, by way of 
parenthesis, that many people in Denmark 
find that Great Britain’s efforts after the war 
to surmount the extremely heavy economic 
difficulties are not less admirable. We realise 


greatly. 


that it has been an almost life and death 
struggle, and we certainly are, on account of 
the close economic connection between our two 
countries, greatly interested in the successful 
outcome of the struggle. 

We know from private life how even old and 
trusted friendships may be endangered when, 
for example, loan obligations enter into the 
picture, and it cannot be denied that there have 
been occasional frictions in the trade relations 
between Denmark and Great Britain, not 
least on account of the price problems. For- 
tunately these discords have never been of long 
duration, and we in Denmark should be very 
sorry if this should ever happen. I shall not on 
this occasion enter upon the problems which 
to-day exist, but just say that I am sure the 
Danish points of view will always meet with 
understanding in Great Britain. 


British prospects 
in the Danish market 


a much greater value of Anglo; 
Danish trade, the increase in the 
volume of goods exchanged is 
unlikely to be anything as great. 

Moreover, this estimate 
depends on how much Denmark 
can produce. Many forecasts 
have been made but it is 
distinctly encouraging that the 
first three months of 1950 show 
substantial increases in the 
exports of Danish bacon, cau 
and cheese. 

This would seem to indica 
that Denmark's Four Ye 
Economic Balance Plan 
producing the exportable ag 
cultural surplus which is require 
to cover import requirement 
Certainly for the present year t 
overall deficit will probably 
carried by Marshall Aid withy: 
difficulty What the  situatic 
will be in 1952, when America 
aid is due to end, it is difficu 
to anticipate, but there are sign 
that Denmark's Economic Pla 
may achieve its targets by 1952 

It can be assumed, therefor 
that trade prospects for U.K 
exporters to Denmark are gox 

A further important factor t 
be considered in Anglo-Danis! 
trade is the “Uniscan” Agree 
ment, which was signed betwee 
the U.K. and the three Scandi 
navian countries last January, 
This agreement did not imme- 
diately open up trade between 
the four countries, but the setting 
up of an Anglo-Scandinavian 
Economic Committee had for its 
two main objectives the bringing 
about of a general system of 
multilateral trade and payments. 
together with the free converti- 
bility of all the four currencies 
Current payments are already 
permitted without limitation, 
whilst the transfer of capital has 
been made considerably easier 
It follows that the use of sterling 
in this area must increase, and 
there is no doubt that “Uniscan” 
will do a great dea! to put Anglo- 
Danish trade on a_ really 
permanent basis 

In this, advertising has an 
important part to play, since the 
best results are Obtained when 
sales can be built up by adver- 
tising over a period of time. If 
money is invested, slowly but 
increasingly, by British exporters 
in selling their goods to the 
Danish people, not only should 
the return be adequate, but it 
should be lasting. That is more 
than can be said of a great many 
export markets—and it makes 
Denmark an attractive market 
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Denmark Supplement 


Denmark’s agencies geared 


to market British imports 


by MAX HENDRIKSEN, H.D., 


General Manager, Association of Danish Advertising Agencies. 


~)N the occasion of its recent 

SOth anniversary one of 
Denmark's oldest advertising 
agencies issued a commemora- 
tive publication which contained 
a reprint of a newspaper article 
of 1924 by the founder of the 
agency, who wrote: 

A prosperous businessman 
who felt nervous and tired went 
to his doctor and asked for a 
piece of good advice 

You must relax and take a 
good holiday,” said the doctor. 

But how can I do that? We 
have far too much work to do 
in my business 

Then stop advertising for 
some time,” the doctor replied. 
Whether it is true or not, this 
vusing dialogue gives a vivid 
pression of the secured position 
thin Denmark's trade and 
Justries held by advertising 
cn at that comparatively carly 
te. For this position credit was 
uinly due to the Danish adver- 
ng agencies 
Since their earliest days the 
nish advertising agencies have 
naged not only to keep abreast 

the rapid development of 
vertising in the course of 
ars, but have also had a 
sitive influence on this 
velopment 
That this fact is recognised by 

Danish buyers of advertising 
i@proved by a recent investigation 

ried out by the Danish sales 

dd advertising journal Erhvers 

y (Trade and Industries) A 

mber of the biggest Danish 
advertisers were asked whether 
in their opimon, the Danish 
advertising agencies had influ 
enced the development of adver 
tising in Denmark and, if so, to 
what extent 

Twenty-six per cent of those 
interrogated answered that in 
their opinion the agencies had 
led the development, 46 per cent 
thought that they had had ereat 
influence on the development 
and 30 per cent replied that the 
agencies had contributed towards 
the development. The remaining 

per cent left this question un 
answered 

To-day Denmark has a total of 
39 authorised advertising agencies 
which are entitled to commission 
from the newspapers, 25 of them 
in Copenhagen and 14 in the five 
biggest provincial towns. Further 
more, there exist a number of 
authorised where adver 


offices 


tisements can be handed in, and 
promoting 
however, are 


various other firms 
advertising, which 


not engaged in service and 
production and consequently 
cannot be considered advertising 
igencies in the modern sense even 
if they sometimes describe them- 
selves as such 


The fact that Denmark has 


only 39 authorised advertising 
agencies may cause some 
astonishment at first sight It 


must, however, be borne in mind 
that her total population numbers 
only just over 4 millions. By way 
of comparison, in Sweden the 
total number of authorised 
igencies serving a population of 
well over 64 millions is only 15, 
whereas Norway, with a popu- 
lation of well over 3 millions has 
12 agencies 

In order to obtain authorisation 
in Denmark as an advertising 
agency, entitled to commission, 
the owner or, in the case of 4 
limited liability company, the 
managing director, must be able 
to prove that he is in possession 
of adequate training and experi- 
ence within the trade, and that 
he has ample means at his 
disposal, The requirements as to 
training and experience have been 


SEES EE OSES EEE EEE ESET EEE E EEE OE EEEEEEEEEEEESEEEEEEEEH HOHE 


AD. ASSOCIATION MANAGES DANISH A.B.C. 


by PETER OLUFSEN, General Manager, Danish Audit Bureau of Circulations. 


eee eee eeeeeeereee 


T may sound astonishing, 
but it is a fact that the Danish 
Advertising Association was 
Started in England. After the 
first world war, the advertising 
and sales problems in Denmark 
grew more and more important 
\ few people who followed 
developments in Great Britain 
ind U.S.A. realised that informa 
tion regarding advertising and 
sales was necessary. They formed 
i Danish delegation and took a 
trip to the Wembley Exhibition 
ind Advertising Convention in 
1974 

[heir impression that Denmark 
needed an association in which 
sellers and buyers of advertising 
space could meet and discuss 
problems was strengthened when 
they saw and heard what was 
done in England. On the way 
home they made up their minds 
to establish a Danish Advertising 
Association Immedyitely upon 
their arrival in Copenhagen, it 
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Denmark has only 39 author- 
ised agencies. Modelled on 
their counterparts in Britain 
and the U.S., they are modern 
and efficient. Their conduct 
has won security and respect 
for advertising throughout 
the country. 


tightened-up considerably during 
recent years 

In the case of the Danish 
provincial papers authorisavion is 
granted by their central organi- 
sations, whereas the Copenhagen 
dailies reserve for themselves the 


right of granting authorisation 
In practice this makes no 
difference The Copenhagen 


dailies co-operate very closely in 
such questions, and agreements 
made between the individual 
Papers and agencies are practi- 
cally identical, and all the 
agencies are authorised by all the 
papers 

Authorisation is not granted by 
other advertising media. Most 
weeklies, periodicals and trade 
journals simply recognise as 
entitled to commission al 
agencies authorised by the dailies 

Most of the authorised agencies 
are members of the Association 
of Danish Advertising Agencies, 
which corresponds to the LLP.A. 
in Great Britain and “The Four 
A’s” in the U.S.A., although, of 
course, it is a smaller organisation 

With a view to solving 4 
number of internal and external 


problems common to the agencies 
the association has, since the 
beginning of last year, had its 
own permanent secretariat with 
salaried officials with professional 
training. One of the tasks under- 
taken has been to extend the 
knowledge of the relative values 
of various advertising media. 
Although the Danish Audit 
Bureau of Circulations—whose 
methods of control and publicity 
are among the strictest in the 
world—to-day, twenty years after 
its establishment, certifies about 
90 per cent of the total circulation 
of all Danish dailies, the adver- 


tising media have not been 
equally interested in readership 
analyses. On their own initiative 
a few of the biggest dailies and 
weeklies have published some 
material illustrating their geo- 


graphical as well as their social 
and economic distribution, but 


apart from this, agencies have 
had to gather all their own 
information. 


With growing interest, and with 

a certain amount of envy, the 

Danish agencies have watched the 
(Continued on page 16) 


was done. They got one hundred 
members and started to work 

It is impossible here to tell the 
story of the 25-years-old Associa- 
tion. An indication of its impor- 
tance is given by the fact that i 
includes to-day an organisation 
in Copenhagen with about 1,400 
members and 10 clubs in the 
Danish provincial towns with 
about !,500 members 

Activities of the Association 
include lunch and evening meet- 
ings during the season, lectures 
and discussions, the publishing of 
a monthly magazine for advertis- 
ing and sales, Dansk Reklame 
and pamphlets on important sub- 
jects, and thé staging of conven 
tions. Of major importance has 
been the establishmem of a 
Danish Audit Bureau of Circula- 


tions which is still managed by 
the Danish Advertising Associa- 
thon 

\ few months ago a special 


section for junior members was 
Started This effort has met 


with success, and the Association, 
with a staff of young, well trained 
sales and advertising people 
among the members, can look 
forward to further development 
in the future 

The president of the Associa- 
tion is Mr, Paul Fabricius, man- 
aging director of the Lever Soap 
Factories in Denmark Vice- 
president is Mr. P. Andersen, 
managing director of the 200- 
years-old daily newspaper 
Berlingske Tidende 

Since its inception the Danish 
Advertising Association has co- 
operated with the Advertising 
Association of Great Britain and 
other British organisations con- 
cerned with marketing and adver- 
tising. Many well-known British 
advertising people have been 
guests of the Association Mr 
J. H. Brebner. for example, re- 
cently lectured on the growing 
importance of public relations 
and information within industry 
and trade 
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Sell through 
the 3 big 
provincial 
newspapers 


| Aarhuus Stiftstidends 
Malborg Stijtstidende 
Fyens Stiftstidende 


the leading and 
most widely-read 
newspapers 

in Denmark's 
three biggest 
provincial towns 


Aarhus 
Aalborg 
and 
Odense 


The three 

Did 

dailies EXPORTa | 
en TO ‘DENMARK 
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ENMARK is a_ small 
| market, having only 42 
million inhabitants, of whom 
roughly half live in rural areas. 
Of the remainder, one million 
live in the capital 
Selling in such a market is a 
task essentially different from 
working in large European or 
overseas markets. Naturally, the 
special structure of the Danish 
market influences advertising 
I shall endeavour to give a brief 
utline of the most important ad- 
ertising media which can be 
sed in Denmark, their potentiali- 
ies and importance, mainly from 
point of view of a national 
Ivertiser. 
While it has previously only 
ren possible to estimate the total 
anish advertising expenditure 
nd how this was distributed over 
edia, we have now obtained 
recise information about these 
uestions. The Danish Advertis- 
Association celebrated its 
25 years jubilee by pub- 
an investigation of ad- 
consumption in Den 
carried out by Professor 
ax Kjer Hansen. Figures given 
wv the various advertising media 
re from this investigation 
The reasons for carrying out 
n investigation of this sort are 
Marketing costs, of 
advertising expenditures 
for a large share, have 
into the foreground of 
onome discussions sinee the 
ar This is only natural when 
is considered that in the U.S.A 
arketing account for 60 
sr cent of the price of many con 
Sumer goods; in Denmark and 
Sweden the figure is about 50 per 
cent 
The question has been raised as 
to whether the advertising ex 
penses are mecessary or just 
money thrown out of the window, 
whether they make the goods 
more expensive to the consumers, 
and even whether, from the com 
munity's point of view, they must 
be considered harmful or waste 
ful. The investigation does not 
take up these questions. Its ob 
ject has been to provide a factual 
basis for future discussions about 
advertising expenditure of which 
we in Denmark previously did 
not have any factual knowledge 
neither with regard to the total 
expenditure nor with regard to its 
distribution over media 
In future, discussions about 
advertising in Denmark can be 
carried out on a more solid basis 
and it will be possible to make 
comparisons with Britain 
Total advertising expenditure 


costs 
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Press, films and display are 
the best media in Denmark 


by PAUL FABRICIUS, 


President, Danish Advertising Association. 


in Denmark had previously been 
estimated at between 75 and 100 
million kroner annually for the 
years between the two world 
wars, The investigation now car- 
ried out shows that the actual 
figure for 1935 was 79 million 
kroner. In 1948, the equivalent 
expenditure was doubled (largely 
because of the price develop- 
ments during the war), amounting 
to about 159 million kroner 
Measured in units, advertising in 
1948 was less than in 1935. Thus, 
in 1935, Danish advertising ex- 
penditure amounted to 1:4 per 
cent of the national income as 
compared with one per cent in 
1948. 


Where Money Goes 
On Advertising 


With regard to 
bution of the advertising ex- 
penditure over media, the 
investigation shows that in 
1935 about half (51-9 per cent) 
was used for Press advertising and 
about one quarter (25-2 per cent) 
for window displays, whereas the 
remaiming quarter was spent on 
printed matter (10°7 per cent), 
exhibitions (3-9 per cent), films 
and slides (2°4 per cent), outdoor 
advertising (2:1 per cent), other 
media (1:3 per cent). The remain 
ing 24 per cent covered adminis- 
tration (advertising departments) 

The situation does not seem to 
have changed much, though Press 
advertising has increased to 56:2 
per cent and window displays have 
decreased to 18-9 per cent 

This is an analysis of the distri- 
bution of Press advertising 


the distri- 


Per cent 
. 


Daily papers 

Periodicals 

Trade & technical Press 

District papers 

Telephone directories 

Other directories 

Annuals 

Programmes and cata- 
logues 


The increased advertising in 
daily newspapers since 1935 must 
be considered in relation to the 
rising circulations 

What can the advertiser who is 
interested in the Danish market 
learn from these statistics? Firstly, 
he can see that the Press ts 
dominant among advertising 
nedia in Denmark There are 
»20 daily papers with a total cir 
culation of 1] millon. The num- 
ber of households is about one 
millon, The daily Press is the 


leading medium both for local 
and national advertisers 

Another important medium is 
the weekly Press. There are 
relatively few papers in this 
group, but several of them have 
large circulations (3-400,000) and 
the remarkable coverage of a 
limited market offered by these 
papers gives opportunity for a 
valuable and economical effort. 
Circulation audits for both daily 
and weekly papers are effective 
and cover the bulk of the papers. 

Trade papers are very numer- 
ous. Among them there are some 
which can be termed valuable and 
important and which give good 
contact to special groups of cus- 
tomers. 

Direct mail advertising is not 
used much in Denmark; one of 
the chief reasons is probably diffi- 
culty with regard to distribution. 
Whereas the Danish postal service 
is very helpful when it comes to 
sending out unaddressed printed 
matter to larger or smaller groups 
of recipients, the position with 
regard to addressed matter is un- 
satisfactory, and the use 
here is consequently compli- 
cated. Canvassing is not much 
used. Special coupon offers can- 
not be run as the law limits their 
scope so much that they are of 
little practical interest, and re- 
tailers object strongly to this form 
of advertising. 

Films and cinema slides are a 
strongly developed medium, In 


_o™~ 


4eXNA 


most of the 400 cinemas through- 
out the country advertising is 
shown, and national advertisers 
frequently use short films running 
immediately before the actual 
show 

Outdoor advertising is rela- 
tively unimportant, partly for 
legal reasons and partly because 
it has proved so difficult to get 
satisfactory showing conditions 
for posters both in the capital and 
in larger provincial towns where 
the authorities take a very nega- 
tive attitude. 

Window displays are of con- 
siderable importance in the 
Danish market, not only as a 
local effort for retailers, but also 
as part of the campaigns run by 
national advertisers. 

Summing up one can say that 
in Danish advertising the Press is 
the most important medium, and 
in particular the daily Press, while 
the weekly papers, particularly 
for the national advertiser, are 
important because of the cover- 
age their large circulations offer. 
Displays, in particular window 
displays, are a very important 
medium, whereas direct advertis- 
ing is of little consequence. Film 
advertising should not be over- 
looked. Other media are of little 
or no importance. There is no 
radio advertising. 

The creative side of advertising 
in Denmark is largely in the 
hands of agencies. In Copen- 

(Continued on page 11) 


Window displays, says Paul Fabricius, are of considerable impor- 

tance in the Danish market, not only as a local effort for retailers, 

but also as part of national campaigns. In this remarkable display 

at Magasin du Nord, Copenhagen, everything was made of wool. 
it attracted big crowds. 
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let SYLVESTER HVID handle your 
advertising in Denmark 


tees tian If you want your advertising in Denmark to bring 
SYLVESTER HVID accounts: results—let SYLVESTER HVID handle it . 
Foreign : efficiently, effectively and with their deep under- 


Te standing of the Danish market. 
Vickers-Armstrong Ltd. 


The Harris Tweed Assecietion, For over half-a-century SYLVESTER HVID has 


ae and Company, Ltd. been the pioneer of modern advertising in 
iyella), 


Py Denmark. Since 1899, the Agency has led . . . and 

Cinzano Vermouth, still leads. 

peas, rey ae. To-day, it is entrusted with the full preparation 
novid . in ’ 

Block and Decker (Tools), and launching of the advertising campaigns of the 


Bethlehem Stee! Corporation, most prominent Danish and overseas firms. 


Mond Nickel and Associated Companies, . 
presence prety The wide experience and versatility of the 


AIS International Harvester Co. SYLVESTER HVID organisation has given it a 

British Travel Association. special ability to handle British advertising, 
Seeeetin's successfully retaining its original feel and purpose, 

AIS Dansk Shell, yet giving it exactly the right slant for modern 


Tuborg Breweries, , , 
ish conditions. 
Danish Distilleries (Akvavit, C.L.0.C. Danish conditions 


liqueurs), 
Hairline Trading Co. (Nestle permanent 
wove), 


L.L. Radio (Wireless sets), 
Copenhagen Telephone Co. 


Overformynderiet (Danish State 
Trust Fund Organisation), 


Danish State Railways, 
Danish Tourist Associction, 
American Express Co., Copenhagen 


The United Steamship Co.(Harwich 
Route and Norwegian Route), 


European Recovery Progromme 


eum, = SYLVESTER HVID_ 


~ Advertising Practitioners since 1899 


1 FREDERIKSBERGGADE-COFFHNAGEN- “DENMARK . 
Member of 
“TRIANGLE, THE SCANDINAVIAN. ADVERTISING POOL 
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HELPFUL HINTS § 
ON MEDIA SELECTION 
FOR THE DANISH MARK 


If you are about to select advertising media in 
Denmark any Advertising Agency or Market 
Research Organization will endorse the fact 
that newspaper advertising is by far the 
quickest and most economical way of reaching 
the Danish market. 


Also they will gladly endorse the fact that 
POLITIKEN is indispensable as the leading 
medium for display advertising. 


* 


Here are two important questions the answers 
to which should be placed in your file marked 
“Advertising in Denmark”’. 


Question 1 
Which newspaper in Denmark is chosen by the 
Danish trade (the advertisers in the country 
itself should know what pays best — don’t you 
think so)? 


Here is the answer: 

POLITIKEN is Denmark's largest newspaper 
in volume of display advertising. There can 
be only one reason for this: Advertising in 
POLITIKEN reaches the highest buying power. 


Question 2 


Which newspaper in Denmark has the biggest 
circulation? 


POLITIKEN has by far the biggest Sunday 
circulation (well over 320.000 copies in a 
country of about | million families —4 million 
people —is quite an astonishing figure). Its week- 
day circulation (round 170.000) is not the largest, 
but not far from 't. 


* 


If you want national coverage remember this: 
POLITIKEN is issued in the capital of Copen- 
hagen (1 million inhabitants — abt. 250.000 
families), but is a paper with the characteristics 
of a national daily. About two thirds of its 
circulation is sold in the capital and one third 
in the provinces. POLITIKEN is distributed 
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every morning by special newspaper express 

train to reach the whole kingdom in a few 

hours. CIRCULATION FIGURES 
The Danish Audit Bureau of Circulations 


q supplies the following figures as the ave- 
That is all you need to have in your reference rage net circulation for POLITIKEN 


file if only you will add the following: ‘'For Sundays (last six months 1949) 309.S00* 

full particulars and for translation into Danish Weekdays —:— 167.094 

ask the London office of POLITIKEN, 69, Fleet The POLITIKEN Publishing House also 

Street, E.C. 4., Tel.: Central 2811, (Frank L. publishes the largest Danish evening 

Crane Manager)”. paper: ““EKSTRABLADET™ 

According to ABC reports the average 

net circulation of EKSTRABLADET was: 7 
Last six months 1949 91.011 

*February 1950 the circulation went up 

to 321.358 copies 


Advertisers anxious to explore the possibilities 
of the Danish market are invited to see Mr. 
Crane and to make the fullest use of the In- 
formation Service provided by POLITIKEN. 


ae a 


ot. pee 
‘ 7 


o— 


%*% POLITIKEN Sunday edition has the lar- 
gest newspaper circulation ever seen in 
Denmark. 


% POLITIKEN Sunday edition has the lowest 
advertising rate per 1000 copies. 


% POLITIKEN Sunday edition covers the 
entire country and is the most popular of 
Danish advertising media. 


PETS a mre 


Ask our London office (see above) 
for full particulars. 


DLIT 


leading Danish daily 
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A traditional market for 
British goods 


by EJLER ALKJAER, 


Associate Professor of Marketing, 
The Copenhagen Graduate School of Business Administration. 


Denmark has for generations been a market for British 

goods, which traditionally enjoy substantial goodwill. 

To-day, however, competition is growing from home 

production and other importing countries. Energetic 

advertising campaigns must give the British answer 
to these challenges. 


ROM the British point of 

view, Denmark is, in the 
main, the same market which it 
has been for generations. As 
regards area and number of 
consumers, it is small, but as 
regards purchasing power it 1s 
relatively big. Further, it is a 
market in which British goods 
traditionally enjoy substantial 
goodwill. However, competition 
from home production and other 
importing countries is of such a 
character that British firms wish- 
ing to maintain and strengthen 
their position in the Danish 
market must analyse it, adapt 
their goods and salesmanship to 
it, and advertise in it. 

Thus, even though the principal 
characteristics of the structure of 
the Danish market, and therefore 
the basis for British-Danish trade, 
are unchanged, there have never- 
theless occurred, during and since 
the war, certain changes affecting 
the market to which British 
advertisers must pay attention 

To begin with, the increase of 
the population has not only 
continued but has been consider- 
ably accelerated. The population. 
which in 1940 was 3:8 millions, 
is now 4:2 millions, and during 
and since the war the annual 
increase has been greater than for 
many years before. Whereas in 
1931-40 the average number of 
births per 1,000 of the population 
was 17-9, in 1948 it was 20-4 
The result has been a certain 
shift in age distribution, so that 
the very young age groups stand 
somewhat higher than before 
During the coming years the 
market for juvenile requirements 
will be considerably bigger than 
it was before 

It is generally known that 
Denmark is one of the Western 
Furopean countries whose 
economic recovery has made the 
greatest headway since the 
German occupation The pur- 
chasing power of the market has 
to a considerable extent been 
restored 

By way of illustration, it should 
be noted that animal farming 


which is one of the cornerstones 
of Danish economy, especially es 
regards exports, which, of course, 
provide the basis for imports 
is now only approximately 10 
per cent below the pre-war level. 
Danish agriculture is therefore 
steadily advancing towards the 
goal set in the long-term 
programme for 1952-53 to 
increase agricultural production 
by 10 per cent above pre-war 
level. 


Big Increase 


In Production 

Danish industry has 
possible to increase 
to an even greater degree than 
agriculture. Production is now 
approximately SO per cent higher 
than pre-war 

The purchasing power which 
the Danish market has regained, 
however, is not distributed in 
quite the same manner as the 
farchasing power of pre-war 
Denmark. A levelling. of 
incomes has taken place, so that 
the real income of the less well- 
to-do, and especially of the 
medium income group, has 
increased, while the better-off 
income groups have not fared so 
well. These improved marketing 
conditions are the result of better 
earning opportunities, particularly 
for the workers and farmers, 
and a revised taxation policy. 

There has also been a 
geographical redistribution of 
purchasing power, and purchasing 
power has increased in the 
provincial towns, particularly ‘n 
agricultural districts 

The more even distribution of 
incomes has resulted in an 
increasing consumption of a wide 
variety of commodities. ¢ 
consumption of cheese has risen 
from $3 kg per head of popu- 
lation in 1939 to &-4 kg in 1948; 
eges from 7:7 to 10-8 kg; fruit 
from 36:8 to $2°5 kg: alcoholic 
drinks from 1:2 to 1 litres; 
beer from 396 to 45-2 litres; 
wine from 2:4 to 2-7 litres; 
cigarettes from 459 to 636 

During. and for a long 


found it 
production 


time 


after, the war, the consumption 
of many goods was necessarily 
kept within narrow limits owing 
to rationing, but the whole 
rationing system is now in process 
of liquidation. Among foodstuffs, 
only sugar, coffee, margarine, 
butter and rice are still rationed. 
Petrol is free, but private cars 
can run only in one half of the 
country. Car tyres and other 
accessories are free, but the 
importation of finished cars is 
very restricted. Textile rationing 
has been abolished, and before 
long even nylons will be free on 
the Danish market. 

However, it is not only home 
production that has experienced 
a considerable increase. Since 
1948 imports have increased by 
aproximately 30 per cent in 
volume. 

Channels of distribution 
available on the Danish market 
have also undergone a significant 
development. The number of 
businesses in the wholesale and 
agency spheres grew from 11,200 
to 14,300 between 1935 and 1948. 
The number of retail businesses, 
according to the statistics, has 
gone down from 78,000 to 
74,000, but this is due to modified 
trading principles. Retail trade 
has, to a certain extent, rational- 
ised its shops and service. Typical 
of this is the fact that the first 
self-service shops have made 
their appearance. 

Finally, it is emphasised that 
the advertising media serving the 
Danish market have undergone 
a very considerable development 
both during and since the war. 
The circulation of the daily Press 
has increased from 1-3 million to 
1-8 million copies per day—a 62 
per cent rise 

The weekly journals, which in 
Denmark constitute an extremely 
Significant group of advertising 
media, have grown still more 
from approximately 1 million to 
approximately 2:7 million total 
circulation. 


Importance Of 
Film Medium 


The development of another 
advertising medium is illustrated 
by the increase in cinema atten- 
dances—-and therefore the exten- 
sion of cinema publicity—which 
has taken place since the war. In 
1939, 28 million cinema tickets 
were sold; in 1948, 55 million 
tickets were sold for 412 cinemas. 

These figures of the consider- 
ably increased sale of daily and 
weekly papers and cinema tickets 
underline the main trend in the 
development of the Danish 
market: that the distribution of 
purchasing power has become 
more even, and the possibilities 
of trade through publicity have 
consequently become greater 
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Trade papers saturate 
specialised fields 


by A. TRUELSEN, M.Sc., 


of “The Engineer’’. 


ENMARK has more than 

2,500 publications described 
as trade and technical journals, 
but about 2,000 of them are 
trade union journals and house 
organs with little importance as 
advertising media 

In Denmark the word “trade 
paper” covers all kinds of periodi- 
cals including those dealing with 
mercantile and technical subjects 
within a special field. They are 
read exclusively by people in- 
terested in being well informed 
within their special spheres. 

In his recently published book 
about advertising expenditure in 
‘Denmark, Professor Max Kjer 
Hansen divides the 500 trade 
papers into the following groups: 


Agriculture, professional 


gardening, forestry, 
fishing - . 6 
Craft and industry . 4 
Trade . 68 
Other occupations 70 
Public administration, phil- 
anthropy, etc. a7 
Politics, religion, culture 38 
Juvenile magazines “ae 
Housekeeping, home and 
garden . 
Athletics and sports 32 
Hobby magazines 40 
Scientific and popular 
scientific periodicals ... 10 


The majority of the Danish 
periodical Press—or at least that 
part which interests the advertiser 
as a way to present a product to 
a small but specially interested 
group of buyers—is published by 
either trade or technical minded 
associations, institutions, societies 
and unions. 

The editorial content of these 
journals relates to commercial 
activities , new undertakings, new 
means of production, new goods 
and new working methods within 
special fields 

Within individual fields there 
are often several trade papers, and 
it is sometimes difficult for «4 
foreign advertiser to find out 


: 97 PER CENT : 
: READ THE ADS. : 
: Results of a poll con. =: 
> ducted by a leading : 
: journal to test the ; 
: eader-interest of adver- : 
: tisements in Danish -: 
> trade and technical = 
: papers showed that 97 : 
: per cent of those ques- : 
: thomed read the adver- : 
: Twenty-seven percent : 
: said they read them : 
: regularly; 48 per cent ; 
: answered “Frequently.” : 
: Eighty-four per cent : 
; said they found the ad- : 
: vertisements directly use- == 
= ful to them in their pro-  : 
> = fessions. : 
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which journal covers exactly the 
group interested in his products 


However, as the leading journals | 


are usually organs of societies or 
unions, it is possible to judge 
advertising value by studying the 
aims and membership of the 
organisations concerned. 

An essential group of the lead- 
ing journals are members of The 
Audit Bureau of Circulations, and 
The Danish Advertising Associa- 
tion gives information about their 
circulations 

The circulations of the Danish 
trade papers — contrasted with 
those of their British counterparts 
—are not very great, but advertise- 
ment rates are usually lower and 
there is a comparison on the basis 
of the cost per read advertisement 
The Danish journals are inten- 
sively specialised and there is 
practically no waste circulation 

Foreign advertising is studied 
intently as the best source of in- 
formation about the develop 
ments abroad, and advertisements 
are considered an important sup- 
plement to the editorial content 


Denmark’s best ad. media 


(Continued from page 6) 


hagen there are a number of 
agencies of which several are 
large and of international stand- 
ing. In the bigger provincial 
towns there are agencies capable 
of offering Danish and foreign 
clients good service. The agen- 
cies handle considerable foreign 
advertising for the Danish mar- 
ket. Some of the large agencies, 
in co-operation with agencies in 
Finland, Norway and Sweden, 
have formed “chains” so that they 
can offer non-Scandinavian clients 


a service covering all four coun 
tries. Market research facilities 
are available 

The Danish Advertising Asso- 
ciation has for years worked hard 
to extend the knowledge of adver 
tising conditions in Denmark to 
as many as possible in other 
countries. We are certain that 
if the world is to develop peace 
fully, international trade must 
grow, and we are convinced that 
advertising is essential to this 
healthy growth. 


mm 
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about this Danish Market... 


Q. Is it really true that Denmerk imports more British goods 
in Proportion to population than almost any other country 


outside the British Commonwealth ? 


A. Yes, | believe that’s correct. In 1949 Denmark's 


expenditure on goods from your country averaged 
about £12 per head of our popul: man, 


and child 


Q. Thet's certainly an impressive figure. How does it com- 


pore with previous years ? 


A. In value, our imports from Britain last year were 
about 65% up on 1948 and over three times as great 
as in 1938 What is important, too, is that our 
exports to Britain are increasing very fast and we 
had a big favourable trade balance last year. This 
means that we can look forward to a more liberal 


trade policy 


Q. And hos HJEMMET'S circulation kept pace with these 


developments ’? 


A. It has more than done that. 


Our ABC net figure 


for last year was 310,548, which means a coverage of 
about 25% of all homes—and for the most part 
the homes where HJEMMET is read are those which 


can afford to buy imported goods 


Then we have 


another fine buy—our women's magazine ALT for 
damerne which had a net sale of 174,150 for the second 
half of 1949 and rose to 194,732 in February this year. 


Q. What do you think on average HJEMMET family is likely 


to spend on British goods this year ? 


A. We haven't made any survey to check this point, 
but | haven't any doubt it would be well above the 
average, which is nearly £40 per family. 


Q. Then | suppose you carry more British advertising than 


you did before the wor ? 
A. Unfortunately, no. 


Like other Danish magazines, 


we haven't yet had a chance to get back to our pre- 


war figures. 
Q. What's the reason ? 


A. There are two main reasons ; in the first place Den- 
mark, like Britain has had to limit imports of luxury 
and semi-luxury goods which are, after all, the 
biggest advertisers in every country. 


Q. And the other reason ? 


A. The second is even more decisive. it's that the 


amount of paper allowed to ma 
has been so severely restrict 


ines in Denmark 
that we have to 


ration advertising and sometimes even refuse orders 


outright. 


Q. Does that opply only to British advertising ? 

A. Good Heavens no! We try to be scrupulously fair 
and whether an advertiser is Danish or British we 
give him what space we can spare. But it's no easy 
job when resources are so limited. 

Q. Do you expect the situation to improve ? ; 

A. It would be just terrible if it didn't! Actually we 
are a little better off now for paper than we were 
a couple of years ago, but then the demand for space 


has increased too. 


But with the quite dramatic 


recovery in Denmark's balance of payments we can 
certainly expect a loosening-up all round, so the 
paper situation should become easier before very 
long. In the meantime, by careful rationing we can 
still offer some space to British advertisers—so 


don't be afraid to ask. 


Q. Is there anyone in London who can keep us informed about 
this situation and about Danish advertising trends gener- 


ally ? 
A. Certainly 


Get in touch with our representatives, 


Joshua B. Powers Ltd. They are there to help you, 
and they have a Danish advertising man on their 


staff. 


Hjiemmet 


Denmark’s Leading Weekly 
Exclusively represented in Great Britain by 
JOSHUA B. POWERS LTD. 


14 COCKSPUR STREET, LONDON, $.W.1 


TEL: WHI, 3305/6, 3366/7 
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ADVERTISER'S WEEKLY 


Denmark Supplement 


Network of provincial dailies 
forms important medium 


UT of 163 daily newspapers 
QOppublishes in Denmark, 150 
are issued in the provinces. 
Some of these 150, however, do 
not have printing presses of 
their own; they are published in 
towns other than those in which 
they circulate. Danish towns are 
situated very close together and 
rapid distribution is guaranteed 
The Danish provincial Press is 
well informed and its technical 
standard is high. The circulations 
of many of these journals, how 
ever, do not exceed two or three 
thousand. 

Most Danish provincia] papers 
are organs of the important 
political parties, and this explains 
the many comparatively smal! 
editions Every town, without 
regard to size, has at least two 


but more often three or four 
political newspapers 
In Aarhus, the largest city 


after Copenhagen, two Conserva 
tive papers are issued, Jyllands 
Posten and Aarhuus Stiftstidendé 
Jyllands-Posten is the provincial 
daily with the biggest circulation 


and it covers all Jutland and 
Funen. It was founded in 1871 
Aarhuts Stiftstidende covers 


the local area only and enjoys a 
big circulation. It is an impor 
tant advertising medium and has 
the largest volume of display ad 
vertising. Dailies of almost the 
same kind are Aalborg Stiftsti 
dende in Aalborg, and Fyens 
Suiftstidende, in Odense These 
three mewspapers covering the 
three biggest provincial towns 
have a joint advertising office in 
Copenhagen 


50 Per Cent Are 
A.B.C. Members 


Among other Conservatiy 
papers are Jvdske Tidende (pub 
lished in Kolding, but wit! 
special editions in different towns 
in Southern Jutland) and Randers 
Amitsavis 


In every provincial town of 
importance the Social Democraty 
Press publishes a daily Its 
oldest and biggest paper outsid 
Copenhagen is Demokraten, pub 
lished in Aarhus 

The Agrarian Party has a 
widely circulation Press, mainly 
read in the farming districts 
Vesthvsten, published in Esbjerg 
has a considerable circulation in 


the south-west of Jutland, whi 


Fyns Tidende, in Odense, is the 
biggest newspaper on the island 
of Funen Other important 
papers published by this Party 


by CHR. BRIXTOFTE, 


Chairman, The Provincial Newspaper Publishers’ Association. 


are Sor@ Amitstidende, Nastved 
Tidende and Frederiksborg Amits 
{vis (all three published on the 
island of Zealand), Svendborg 
Avis (published on Funen) 
Randers Dagblad, Horsens Folk 


hlad Vejle Amts Folkeblad 
Kolding Folkeblad., Silkebore 
Avis, Dannevirke and Hejmdal 


(published in Jutland) 
Vendsyssel Tidende, published 

in Hjerring, holds quite a domin 

int position in the northern part 


Amtstidende 
imistidende are 
important local 


of Jutland. Aarhuus 
and Aalborg 
papers with an 
coverage 

While about 95 per cent of the 
daily papers in Copenhagen have 
their circulations certified by the 
Audit Bureau of Circulation only 
about 50 per cent of the provin 


cial dailies have A.B.C. circula- 
tion figures, but the number its 
stull increasing 


Nearly 80 per cent of the total 


Illustrated weeklies go 


into every home 
by S. ALLER, 


Vice-Chairman, Publishers’ Society of the Illustrated Press 


‘PXMHE Publishers’ Society of 

the Illustrated Press in Den- 
mark represents 11 publishers 
and 25 illustrated weeklies. Only 
two of these papers together 
have a circulation of more than 
half a millon copies, but the 
total population of Denmark is 
litthe more than 4 = millions 
(1,200,000 families) 

These weeklies are designed to 
entertains the whole family In 
addition to short stories, they 
include strips, children’s pages, 
articles on popular science and 
travel. Generaily speaking, they 
set a high editorial standard 

Although the = situation” is 
improving, paper restrictions have 
made «wt difficult’ to 
circulations as well as the number 
of pages, but thanks to modern 
equipment technical standards 
ire above average 


increase 


The illustrated Press can be 
split into three categories 

1. Family weeklies carrying 
short stories, articles on popular 
science and travel, etc The 
idvertising volume of _ these 


Papers is quite large 


Hiemmet (circulation exceed 


me 310.000) 

Ilustreret Familie Journal 
fover JOOL000) 

Dansk Familie Blad (115,000 


ipprox.) 


Sendags BRT (140,000 
Approx.) 

Lge Revven (130.000 
approx.) 

Ude og Hiemme (123.000 
approx.) 

Uege - Magasinet (120,000 


APprox.). 


Hus og Hiem (95,000 
approx.) 
Landet—a farmers’ paper 
($2,000 ipprox.) 
2. Women's journals with 
articles on fashior cooking, 
imerior decoration d so on 


These papers also ¢ consider 


able advertising 

Alt for Damer circulation 
175.000 IPpProx.) 

Monster Tide ‘ (82.000 
approx.) 

Tidens Kvis (62,000 
ipprox.) 
3. Children’s p Ss, mostly 


containing comic strips and other 
strips of a harm character 
These seldom cart ivertising 


Skipper Skrek (circulation 
150,000 approx 
Kone K vlie (80 1) approx.) 
In addition there 1s Billedbladet 
with a net circulation of about 
72> 5.000) a sport gazette, 
Idratshladet with circulation 
of about 30,000 and issued three 


‘ week ind 
journal Der nv Rad 
a net circulation of 
1Ooo.000 copies 

All of these pape 
idvertising 


times weekly radio 
Blad with 


proximately 


irry sore 


From these circulation figures 
it can be gathered that the Danes 
ure great readers. In all social 
classes and oups of 


professions one or weeklies 


are read im every h e 

The total circulation xf the 
weeklies which are of importance 
as advertising media is about 
2,660,000. Compared with this 
figure the total circ m of the 
daily Press is about 1.700.000 
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audited 
figures 


weekday 
appertain to 


circulation 
morning 


papers and about 20 per cent to 


evening papers. 
Danish provincial 


newspapers 


with circulations exceeding 15,000 


copies on week-days are 


Jyllands-Posten, Aarhus 
Aarhuus  Stiftstidende, 
Aarhus 


Vestkysten, Esbjerg 

Fyns Tidende, Odense 

Aalborg Stiftstidende 
Aalborg 

Fyens  Stiftstidende, 
Odense 

Vendsyssel Tidende 
Hjerring 

Jvdske Tidende, 
Kolding ‘ 

Aalborg Amistidende 
Aalborg 

Vejle Amts Folkeblad, 
Vejle 

Frederikshbore Amts- 
avis, Hillerod 

Soro Amtstidende, 
Slagelse 

Demokraten, Aarhus 

Nestved Tidende 
Nestved 

Koldine Folkeblad, 
Kolding 

Randers Amtsavis 
Randers 


Among other 


culations between 


dailies with 
10,000 


66,098 
41,486 
33,803 
32,912 
30,835 
28,516 
27,097 
26,629 
25.430 
23,052 
23,237 


20.065 


17,171 
16,055 
15,888 
15,122 


cir- 
and 


15,000 are the politically indepen- 
dent Ostsjallands Folkeblad pub- 


and 
Skive 


lished in Koge 
Liberal papers 
and Holbeak 


the 
Folkeblad 
Amts Venstreblad 


two 


Although most of the provin 
cial dailies are organs of political 


parties, circulations 


show 


that 


they are read by many other than 


party members. The size 
parties, therefore, 
judged from the 


figures of the papers 
Papers 


published by 


of the 


cannot be 
circulation 


the 


Agrarian Party have 47 per cent 
of the local circulation, Conserva 


tive papers 18 per cent, Social 
Democratic papers 14 per cent 
and Liberal papers 9 per cent, 


while independent papers have 12 
per cent of total circulations 


second 


for 


During the 
circulation figures 
vincial papers went 
comparison to pre-war 
and circulations 


fold 
The 


these 


editorial standard 


world war 
the 
up high in 
figures, 
seem to 
Some are still growing 


of the 


pro 


bigger provincial papers is very 


high 


and the papers are usually 


strong builders of public opinion 


Both = editorial 
content are 
interest 


ind 
studied with 


advertising 
intense 


4 SS 12 | 
2 ‘ 
7 a 
% ne 
: —_— 
| ——___F 
1 __ —— 
; ee id 
. “7 
ie a e 
— a ——) 
| a i 
F 
4 “ 
fs eo SLCC iw 
__ 
p — ————— > 
—————— a | 
eee) 


June 8. 1950 Denmark Supplement ADVERTISER'S WEEKLY 


29/0 OF the POPULATION of DENMARK 
live in JUTLAND and FUNEN 


These areas are covered by ‘JYLLANDS-POSTEN’* 
and therefore no Danish campaign is complete without 


Iullands BH Posten 


‘JYLLANDS-POSTEN?’ has a 
circulation of 66,098 on weekdays 
and 102,766 on Sundays. 


* 


‘JYLLANDS-POSTEN’? is read 
by 268,000 people on Sundays and | 
by 179,000 on weekdays, and has 
the lowest advertising rates per 1,000 
readers of any journal in Denmark. 


Here you will find the whole of Denmark. The 
shaded portion shows the areas which are 
covered by advertising in ‘Jyllands-Posten’ 


For further information please apply to: 


ALBERT MILHADO & CO. 


140. Cromwell Road, London, S.W.7 
Telephone : Western 3127 8 (5 lines) Telegrams : Amileo, Southkens, London 
who are the sole representatives in the United Kingdom for * JYLLANDS-POSTEN *’ 


LTD. 
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June 8, 1950 


The daily newspapers take 
one third of all 


advertising expenditure 


TS sum spent annually on 
advertising in Denmark 
amounts to about 159 million 
kroner, a third of which goes 
to the daily Press. 

Here is a recent break-down 
of the Danish advertising expen 
ditures according to a recent sur- 
vey sponsored by the Danish 
Advertising Association 

Per cent 

Daily Press 

Trade Press 

Periodicals 

Other publications 


Press advertising total 


Direct mail advertising 

Film advertising 

Outdoor advertising 

Window displays 

Exhibitions 

Other media and pro 
duction costs 

Other media 


total 43:8 


The story of the Danish Press 
began in Copenhagen a few years 
before Cromwell appointed him 
self “Lord Protector” of England 

in 1634 

The oldest Danish newspaper 
in existence is 200 years old and 
the second oldest 183 
age, while the youngest 
on the stem” are only 3 and 4 
years old. There are 163 news 
papers altogether, of which 13 
are issued in Copenhagen and 150 
in the provinces. Some of the 
provincial newspapers, however 
do not have their own printing 
plant, but are issued from other 
towns 

The last 0) years have seen a 
rapid development of the Danish 
Press which has considerable 
influence on public opinion. It ts 
true that quite a number of the 
newspapers in Copenhagen as 
well aS in the provinces are 
political party organs, but this 
does not mean that 
these political interests exclu 
sively. Since the war the Danis! 
Press has proved that it is exclu 
sively an alert critic with the 
ability to feel the pulse of the 
nation 

For some years around th 
beginning of this century the 
Press seemed to be reserved {i 


years of 
shoots 


they serv« 


—— by ORLA RODE, M.Sc.,——~ 


Chairman, Copenhagen Newspaper 


Publishers’ Association. 


Each of Denmark’s | 300,000 families 
takes more than one daily newspaper. 


Thirteen of the 


leading journals, 


accounting for half the total circula- 

tion, are published in Copenhagen. 

They are technically good, and most 

accept two-colour advertising. Their media value is 

indicated by the fact that 33-2 per cent of all the money 
spent on advertising goes to the daily Press. 


the politically-minded part of the 
population only, but during the 
first world war and in the years 
between the two wars new groups 
of readers appeared, especially in 
the provinces where new papers 
sprang up like mushrooms 

The total circulation of the 
Danish daily Press to-day 1s about 
1,750,000 copies, and of this 
number about 800,000 circulate in 
Copenhagen. With a population 
of about four millions (about 
1,200,000 families) this means 
that every Danish family buys 
more than one newspaper a day 

a figure that hardly any other 
country in Europe can claim 


Copenhagen Has 

Thirteen Dailies 

Of the Scandinavian countries 
Denmark has the most dense 
population and, in effect, daily 
newspapers cover the whole 
country, including the peninsular 
of Jutland as well as the 271 
inhabited islands within the 
geographical boundaries. Most of 
these newspapers are published as 
evenings 

About half of the circulation of 
Danish daily newspapers-—about 
800,000 copies—is published in 
the capital, Copenhagen The 
greater part of this circulation 
naturally goes to the capital 
itself, but the largest dailies 
have a considerable national 
irculation, especially on Sundays 
In Copenhagen 13 daily papers 


are published of which seven are 
morning papers. Three of the 
morning papers issue free illus- 
trated colour supplements on 
Sundays. Evening papers are 
published only on weekdays. 
The Conservative Berlingske 
Tidende, the oldest of the Danish 
dailies, is 200 old. The 
publishers of this morning paper 
also issue an evening edition, 
Berlineske Aftenayis. The morn- 
ing edition enjoys a large circu- 
lation——-on weekdays the largest 
in the country—and it carries 
more classified advertising than 
any other Danish paper. The 
evening edition has a compara- 
tively small circulation, but it 1s 
well-edited and influcntial 
Founded in 1916, BTV. a 
noon paper, is to-day very popu- 
lar among the youth of Copen- 
hagen and is the fourth largest 
daily in Denmark 
Politiken, mouthpiece of the 
Liberal Party, was founded in 
1884 and enjoys on both week- 
days and Sundays a |irge national 
coverage (on Sundays the largest 
in the country) It is one of 
the most modern dailies in 
Scandinavia and carries a 
little more —_ display adver- 
tising than any other Danish 
newspaper. In 1904-—-during the 
Russo-Japanese war Politiken 
started a special evening edition, 
Ekstrabladet to-day is the 
third largest daily in Denmark, 
circulating mainly in Copenhagen 
Social Demokraten, speaking 


years 


whict 


for the present Danish Govern- 
ment, is the leading publication 
of the Social Democratic Press, 
which issues many provincial 
papers all over the country. 
Social Demokraten has the 
majority of its readers in 
Copenbagen. It is the organ of 
the Danish Labour Union and the 
Social Democratic Party. 
Nationaltidende is a Conser- 
vative paper, issued since 1860 in 
Copenhagen. It is the mouthpiece 
of the Danish employers and in- 
dustrial circles and is a paper with 
a distinct national and political 
editorial line. lt circulates in 
Copenhagen and the provinces. 


Two Independent 

Journals 

Aftenbladet, an independent 
paper, was founded in 1887. It 
is read mainly by the Copenhagen 
middle-class and it has hardly any 
circulation outside the city. A 
religious morning paper, Kristeligt 
Dagblad has been published since 
1896. It is politically independent 
and has subscribers all over the 
country 

Bersen (The Stock Exchange). 
a Conservative daily of limited, 
but important circulation was 
founded in 1896 and deals with 
finance and commerce 

Land og Folk, a Communist 
daily, formerly an underground 
paper, has been published as a 
morning paper since the libera- 
tion in 1945. 

Another underground paper, 
Information, was issued daily 
during the war with news from 
the fronts and information on the 
home situation. 


Two Colour 

Advertising 

After the liberation this paper 
continued as a non-political even- 
ing, and it has influence although 
its circulation is comparatively 
small. 

All Copenhagen dailies, except 
Borsen, are members of the 
Danish Audit Bureau of 
Circulations. 

The Copenhagen dailies, on the 
whole, are well equipped techni- 
cally and they print well. Two 
colour advertising is accepted by 
most of them 


; 
BS 
fe ee 14 a 
~ 
ive: < 
Py, 
1 
: 
44 ee 
a 
a 
> i, 
* ’ q 
. ae 
# 
_ } ~ Po “s 
= a 4 
Big 
: Rn )3=—$6:2 
_ 4 10-6 i 
. 1 
} 2 4 LS - 
: 18-9 "i 
y 44 
: 44 4 
Re iq 
ir ‘ e 
oe | ~ 
. - > 
ie 1 
9 bs 
ony Ny ‘ 
re’ 
i % va 
(MM re ee ae ” 
- F awel, C . Toone ¥ bs . Fag <i Neg +; eg 
et SR . Se Pe |. a ere at ee 2 rt - 7. a tte OER Mee grt 


, —T:> 


June 8, 1950 15 Denmark Supplement—ADVERTISER'S WEEKLY 


NET : 
CIRCULATION 


WEEKDAYS: 


The Danish Social Democratic Press is so grouped 
that besides its main paper, SOCIAL-DEMOKRA. 
TEN in Copenhagen, there are 62 independent 
papers in the Provinces — one in every large town. : 


= 


i) The leading paper, SOCIAL-DEMOKRATEN, has a circulation of 51,066 (Weekdays) &' 
85,320 (Sundays). There is close collaboration between all papers and each has an 
effective coverage of its own particular area Advertising rates are quoted, either as a 
combination of papers for national advertising, or separately for local campaigns 
Therefore advertisers in the Social Democratic Press obtain all the advantages of local 
dapers catering for local needs in a national campaign. 


Social-Demokraten 


The oldest Socialist Daily in the World, established 
a in 1872, with its 62 Provincial papers offer 
a the only complete national coverage of Denmark. 


DEMOKRATEN, Arhus SJALLANDS POSTEN, Slagelse 
FYNS SOCIAL-DEMOKRAT, Odense SILKEBORG SOCIAL-DEMOKRAT, Silkeborg 
sk NY TID, Alborg LOLLAND-FALSTERS SOCIAL- 
ale SYDSJALLANDS DEMOKRAT, Nakskov 
SOCIAL-DEMOKRAT, Nzestved SOCIALDEMOKRATEN FOR RANDERS OG 
S@NDERJYDEN, Sonderborg OMEGN. Randers, and 52 others 


(All figures of circulation controlled by Danish Audit Bureau) 
Full particulars and rates from Sole British Representatives— 


& COLIN TURNER LTD. 


o Talbot House, 98 St. Martin’s Lane, London, W.C.2. Telephone: TEMple Bar 2767, 7024 
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ADVERTISER'S WEEKLY 


Denmark Supplement 


Farm products the key to 
Anglo-Danish trade 


by A SPECIAL CORRESPONDENT 


N one year Danish farmers 

doubled the number of pigs 
in Denmark —a truly remarkable 
achievement In the summer 
of 1948 the number of pigs 
was 1,448,000; by the summer 
of 1949 it was 3,029,000; and to 
day it is about 3,250,000. Side 
by side with this there has been 
a steady expansion in the produc 
tion of butter, cheese, and eggs 
to increase the export of Danish 
farm produce to Great Britain 

Britain is the market Denmark 
organised itself to supply in the 
closing part of the last century, 
and the maintaining of a vigorous 
Anglo-Danish trade is mutually 
important 

Denmark must sell its agricul 
tural products to buy British in 
dustrial products and raw 
materials like coal, steel, and tex 
tiles. This large and rapid expan 
sion in bacon production shows 
the Danish farmers’ ability to 
adapt themselves quickly to the 
needs of the day. Post-war recon 
struction in the farming industry 
of Denmark has not been ham 
pered by any “go slow” attitude, 
and maximum production has 
been the order of the day 

Danish farmers are intelligent 
ind industrious. They have to be 
The latest results of the research 
farms are quickly put into prac 
tee on ordinary holdings, and 
there 8 & constant contact be 
tween the scientific research work 
and general farming practice 
through the numerous advisory 
officers employed by the local 
farmers’ and smalthoidings’ asso 
clritions 


How Farmers Tackle 
Their Problems 


The system of land distribution 
18 to a large extent responsible for 
the way in which the Danish 
farmer tackles his problems. Den 
mark is a country of small and 
medium-sized = farms Out of 
208,000 holdings, just ovet 
100,000 are not more than 25 
80,000 cover roughly 25 to 
78 acres, 22,000 are 75 to 150 
acres, and 3,500 are between 1% 
and WO acres. Only about 1.000 
estates run to more than Ww 
acres, representing in total 
no more than a littl over 6 px 
cent of the land 

A few country estates crust 
course, but they have steadily 
declined in the ! 


acres 


rea 


last century Th 
policy of successive Governmen 
has been one of small an 
medium-sized farms occupied b 
their owners, Support has been 


given to establish the many small 
holdings which are a feature of the 
country’s agriculture, and there 
has been a constant policy of 
securing land for young farmers 

a young farmer is sufficiently 
qualified and has saved enough 
money he can get a Government 
grant to enable him to start for 
himself 

it is regarded as a matter of 
great social importance to have 
1 large number of smallholdings 
Although a smallholding usually 
means long working hours it gives 
a farmer a special sense of satis 
faction to know that he is him 
self the owner of the land he 
farms 

Most of Denmark's income 
from foreign trade is obtained 
by exporting agricultural products 
They amount to 65 per cent of 


the total exports. Manufactured 
goods account for 31 per cent 
But even these figures do not give 
the complete picture from an 
economic point of view Den- 
mark's industries require far more 
imported basic materials such as 
iron and coal, and for agriculture, 
feeding stuffs, and concentrates 
from abroad are an important 
factor in maximum production 

Under long-term contracts 
Denmark sends 90 per cent of her 
bacon exports and 75 per cent 
of her butter exports to Great 
Britain. During the past year she 
has also sent 85 per cent of her 
egg exports to Britain, But the 
prices paid are a good deal lower 
than those Denmark could get 
in other foreign markets 

The long-term agreements have 
therefore been criticised in Den- 
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mark, especially after the de- 
valuation of the poynd when 
Great Britain raised the prices of 
several of the goods exported to 
Denmark Anglo-Danish trade 
talks, which were to have been 
heid just after devaluation, were 
postponed by mutual consent to 
enable both sides to see what the 
situation would be when post 
devaluation conditions settled 
down. When the time comes for 
talks on agricultural prices—the 
long-term contracts allow for a 
74 per cent increase or decrease 
in any one year—-Denmark wil! 
certainly have to ask for an 
increase 

Denmark's Economic Survey 
for 1950 shows that the total ex- 
port of agricultural products in 
1950 will be over £13,000,000 
more than in 1949; but Den- 
mark’s imports are estimated at 
£36.750.000 more than in 1949. 
and between £20,000,000 and 
£30,000,000 of this rise is to be 
ascribed to price increases fol- 
lowing devaluation. How is this 
deficiency to be met? It is Den- 
mark's problem, of course, but 
it is mutually of great importance 
that it shall be solved satisfac- 
torily if Danish agricultural pro- 
duction and mutual Anglo- 
Danish trade are to be main- 
tained and expanded. 


Agencies geared to market imports 


development which has takea 
place in this field in Great 
Britain since the war All 
information of this kind, to which 
the British advertising expert has 
easy access—for instance LI.P.A 
ind Hulton readership surveys, 
The Hulton Tables of Advertise- 
ment Attention Value, and Mills 
& Rockleys’ The Size and Nature 
of the Poster Audience—his 
Danish colleague must seck 
himself 

If this state of affairs continues 
the Danish agencies will attempt 
to undertake these research tasks 
themselves through their asso- 
ciation. In one field the work 
has already begun in so far as, 
nine months after its establish- 
ment, the secretariat published 
the first volume of a complete 
catalogue of all Danish trade and 
professional journals and period 
cals—the first of its kind to be 
published in Denmark—contain 
ing all the necessary information 
about 350 of the most important 
trade and professional journals 
ind periodicals, gives details of 
the prices of advertisements, 
technical production and circu 
lation This and other valuable 
information provides a basis for 
iscertaining the media value cf 
trade and professional journals 
vd perwdicals. Only 
which ire members of — the 
Assocation ure this 
iformation 

The most 


tkencies in 


agencies 
given 


advertising 
Denmark to-day are 
organised on the same tested 
principles as their big models in 


modern 


(Continued from page 4) 
Great Britain and the U.S.A. As 
a rule they are managed by the 
owner himself who, with 
marketing and research, media- 
planning, and copy and art 
production executives, constitutes 
the planning board of the agency, 
which is supplemented by the 
executive in charge of the account 
to be dealt with 
These agencies hay 
extremely efficient n 
research departments. where the 
clients’ sales and advertising 
problems are thoroughly analysed 
before any decision is reached 
about the size of the advertising 
budget. the media to be used. or 
the sales arguments to be used 


Develogment Follows 

British Pattern 

They are capable of 
planning even the most thorough 
market research The basic 
research work and the drawing 
of conclusions from the material 
collected, however, are generally 
left to special market research 
organisations which are inde- 
pendent of the agencies 

The development of the Danish 
differs little from that 
undergone by the gencies in 
most other countries in the course 
of the years. apart from the fact 
that in’ Denmark t! ‘\pansion 
has been much mor pid than 

This $ 
rather late 
industrial 


developed 
keting and 


also 


agencies 


in most countries 
wimarily due to the 
occurrences of the 
revolution in Denmark 


The basic work was done in 


the years immediately following 
the first world war, when British 
and American manufacturers 
tried to win the Danish market 
for their products by means of a 
sales and advertising drive of an 
intensity hitherto unknown in 
Denmark ‘ 

The relatively few Danish 
advertising agencies which existed 
at that time, with few exceptions, 
were not able to fulfill the 
greatly increased demands made 
on them. But the majority, both 
of them and the many new ones 
subsequently established, were 
soon able to adopt the systematic 
planning methods and techniques 
of the new era; they also learned 
how to adjust these methods to 
Danish mentality and how to 
develop the possibilities of Danish 
advertising media 

The result was collaboration 
between a number of forcign 
advertisers—direct or through 
their own agencies—and the 
Danish advertising agencies which 
has continued ever since. 

To-day most of the major 
agencies give their clients, 
whether they be Danish or 
foreign, a service which is fully 
up to that of other countries 

With trading approaching 
normal conditions, enterprising 
British manufacturers and 
merchants will, to an increasing 
extent. find a big and ready 
market for their goods in 
Denmark And the Danish 
advertising agencies are fully 
prepared to play their part in 

sales campaigns, 
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THE CRAFTSMAN THE BUSINESS MAN 


MEET THESE PEOPLE! — 


THEY REPRESENT THE GREAT DANISH MIDDLECLASS—A 
LARGE PERCENTAGE OF WHICH READ OUR PUBLICATIONS 


(TOTAL SALE OF OUR 3 PUBLICATIONS : 264,580) 


THE FARMER 


For effective advertising use 


Altenbladet Hiventlan sf FAMI LAE 


DAILY WEEKLY WEEKLY 


REPRESENTED BY ALBERT MILHADO & CO., LTD.,140 CROMWELL ROAD, LONDON, S.W.7 
Telephone : WESTERN 3127/8 (4 lines) Cables : AMILCO, LONDON 


1 
A 


The Advertisers’ 
“BLUE BOOK’ 


of Denmark 


complete listing of all daily, weekly 
and monthly publications with 
rates, mechanical details, break- 
down of circulation by towns and 
provinces, available’ gratis on 
request trom 


THE advertising medium for all who desire connections 
with the Danish market from abroad. 

“BORSEN” is the only daily paper in Denmark which has 
as its speciality commerce, industry, shipping, and finance. ERIK Cc EBERLIN 
“BORSEN” is the official organ and gazette of the Com- ° 

mittee of the Merchants’ Guild of Copenhagen, whose os 
members comprise all the leading industries, commercial Advertising Ltd. 


enterprises, ctc., as well as importers and exporters in 
Copenhagen.  Price-list and pamphlet in English on request. 


Albert Milhado - Holland House - 140 Cromwell Road 
London - SW7 
BORSEN - 4 Raadhuspladsen - Copenhagen - Denmark 


1/175 - GOTHERSGADE - COPENHAGEN 
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EN MARK is one of the 
countries which have come 
into the limelight for tourists 
since the war, It boasts no 
mountains or roaring Trivers, 
but possesses all the charm 
inherent in the constant change 
between old culture and modern 
progress 
It is interesting to explore the 
old Danish country towns to 
discover picturesque half- 
timbered houses and quaint old 
signs and lampposts, to wind 
through narrow alleys on the 
cobble ind maybe in the 
evening, hear the nightwatchmen 
sing the old watchmen’s chants 
Ribe, Mariager and A&beltoft 
are fine examples of this intimate 
quaintness if you climb the 
tower of Ribe Cathedral you can 
look down into innumerable 


stones 


Denmark Supplemen: 


storks’ nests. The stork is only 
a summer guest in Denmark, but 
it is 8O popular that it is almost 
considered a domestic bird. The 
farmer puts a cartwheel on his 
thatched roof; there the stork 
builds its nest, and there it will 
return year after year. 

Denmark is the world’s oldest 
kingdom, and the long line of 
kings have left their mark on 
many of the towns. Roskilde 


TEXTILES ... 


Wf you 
textile 
rapidly 
should 
covers 
industry It 


CONSULT 


questions 


Telephone 


are interested in selling textiles, 
machinery and equipment in the 
expanding 
consider 
the whole of the Danish textile 
is read by principals and 
executives in all: cotton spinning mills— 
cotton weaving mills—wool spinning mills— 
cloth mills—hosiery and knitwear factories 
—stocking factories—rayon weaving mills— 
flax spinning ard weaving mills—dyeing 
mills (dyeing, bleaching, mercerising, finish- 
ing)—and textile mills producing articles 
for technical purposes. 


TEXTILTEKNIK 


Published monthly by The Textile Technical 
Society of Denmark, as its official organ. 


Denmark's leading authority on all textile 


Write for further details and specimen copy to:— 
FRANK L. CRANE, 
69, Fleet Street, 
London, E.C.4. 

CENtral 2811. 


Danish market, you 
TEXTILTEKNIK, which 


Ret 


Holland House 


THE ROYAL DANISH 
AUTOMOBILE CLUB 


ALBERT MILHADO 
140 Cromwell Road, London, $.W.7 


Official member journal 


ja 


ve in Greet Britain 


AND COMPANY LTD 


Picturesque Denmark is 


drawing more tourists 
by MOGENS LICHTENBERG, 


Manager, The National Travel Association of Denmark. 


Cathedral and the churches at 
Ringsted and Soro contain old 
royal mausoleums, which are held 
in great veneration Ancient 
castles hold royal treasures from 
past centuries, especially 
Frederiksborg at Hillerod and 
Rosenborg in Copenhagen. 
Denmark's present king has his 
castles in the country, where he 
spends part of the summer— 
Fredensborg in Zealand and 
Graasten in South Jutland, 
besides a hunting lodge near 
beautiful Limfjord. 

Links with the past are 
encountered everywhere in the 
country—burial mounds of the 
Sstone-age, when Denmark was 
comparatively densely populated, 
Trelleborg in western Zealand, of 
the Viking age, imposing, 1,000 
years old, where inside and out- 
side a circular rampart the 
outlines of 31 viking houses can 
be seen, each of which housed 
70-80 men in a Viking camp. 
One of these houses has been 
completely reconstructed 


The English 
Feel At Home 
Present-day Denmark has her 
peculiarities and advantages to 
interest the tourist. One of the 
greatest attractions is, perhaps, 
the population itself. Time and 
again English tourists declare that 
they feel at home among the 
Danes. So much English is 
taught in the schools that it is 
always easy to find people who 
understand and speak English. 
Denmark is the ideal country 
for travel because distances are 
so insignificant Rail, road, 
water and air transport facilities 
are excellent. Some of the best 
trips take in more than 500 isles, 
and there are also fine tours 
along the shore from Copenhagen 
to Elsinore, where every year in 
June actors = fron different 
countries——in 1949 it was The 
State Theater of Virginia which 
presented Shakespeare's “Hamlet” 
in its original settings at the 
ancient Kronberg Castle. All 
along the @Mresund and Kattegat 
shores of Zealand bathing 
beaches, watering places for the 
people of Copenhagen 
Copenhagen is the only million 
population city in Scandinavia 
Despite its comparative size it 
is bright and clean The most 
lively capital in Northern Europe. 
it has been termed, and war-time 
seriousness has yielded to the 
easy smile which all tourists find 
characteristic of Denmark's 
capital. If you want to enjoy 
life with good Danish food, 
and beer, at a pavement 
restaurant, at a restaurant with 
cabaret, or at a night-club, or wish 


are 
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to visit a zoological garden, or 
indulge in some sport or other, 
there is ample opportunity for 
them all in Copenhagen. 

The Bourse, Rosenborg Castle, 
churches with spires and towers, 
are lovely reminders of old-time 
architecture. Christiansborg castle 
houses both the government and 
parliament, together with the 
Royal Reception Rooms. 

On the other hand Grundtvig's 
Church bears excellent testimony 
to present-day ecclesiastical 
architecture. Modern architecture 
is also to be seen in the State 
Broadcasting House and in some 
of the modern elementary schools. 

Ferries across the Great Belt 
take travellers and their cars and 
the through express trains across 
from Zealand to Funen, where 
landed estates and castles abound, 
and where the house in Odense 
in which Hans Andersen was 
born may be visited. 

Southwards, Zealand is con- 
nected with Lolland-Falster by 


Ribe Cathedral, with the stork’s 
nest which characterises this 
town. 


Storstremsbroen, Europe's longest 
bridge. Another distinguished 
bridge building feat is the white 
Lillebeltsbro across Little Belt, 
between Funen and Jutland. 
Between the Skaw in the far 
north, where the Kattegat and the 
North Sea meet, and the fine 
fjords of South Jutland, Jutland 
holds great ranges of hills, flat 
waste moors, and in the west an 
enormous range of dunes inside 
the broad beaches, which in 
several places are so firm that it 
has been possible to use them 
for car races 

At Fredericia on July 6, this 
year, the centenary of the battle 
of Fredericia in the first Danish- 
German war will be celebrated. 
At Fanoe, the international 
bathing resort, an international 
golf tournament will be held 
during the first week in August 
An especially Danish midsummer 
festival is the riding Jo the ring 
at Sonderborg, with great parades 
of young farm boys on horse- 
back But everywhere in 
Denmark there are festivals and 
sport tournaments throughout 
the summer. 
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Be conservative and use 


Alaftonaltidende 


Established 1868 
The conservative Danish national daily 


Readership: 31°, Independent business men 
27°, Professional & farmers 
42°, Home & other occupations 


ALBERT MILHADO AND COMPANY LTD. 
140, CROMWELL ROAD, LONDON, S.W.7 
PHONE: WESTERN 3127 5 LINES 


Mark Twain 
and The squeal 


T is an evergree t forever 
Now ready: | : Petes tan 


pt Jate, we af repent | w shing 

When Mark T ur is a pert n, he nce rked as 

Completely Revised, Greatly Extended, 2nd Post-war ins aieeadh at «: dane cia cn raga hee eer ate mires ys 
Overseas aggre Survey ide Gone at uke dante ead aie edeke tan on 
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Authoritative, Up to date Guide to 82 Export Markets 
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Advance reservations have made heavy An advertisement MANDENS BLAD’ w mear 
inroads inte this limited edition, and Y JR new lign if the Danist 
orders for the re wuppl) are 


“ Mea being filled im rotation “ please 


a end ~ and Post Now-— ~~ MANDENS LAD 
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P c me . ERSEAS MARKETING 


. ier, Ste. 98 , ALBERT MILHADO & CO., LTD. 
140, Cromwell Road, London, $.W.7. 
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BOOTS ESHOES 
ENGINEERING 


CLOTHING Am | happy? You bet | am, and why not? I've done a good day's a 
I'm on my way home to the missus and the boy, and to my way of thinking 

SUGAR BEET that is one of the best things in life. Mine is a happy family. The wife and 

IRON & STEEL | plan together the future we are hoping to make for the youngster. He 

BRICKS is going to learn a skilled trade like his Dad when he grows up because 
then he can earn good money like | do; there is nothing like security to 

RAILWAYS keep a fellow happy 

AGRICULTURE I'm a steady sort of chap, and when | buy | believe in buying the best | 
can afford. It lasts longer and pays in the end, so | always look in my paper 

DOCKS for names | know. They bear the guarantee of good quality 

CANNING If you produce or market good stuff, take my tip, advertise it often so 

BREWING that chaps like me will get to know about it and look out for what you 


have to sell. 
FLOWER 
a GROUP NEWSPAPERS : 
FRUIT NORTHAMPTONSHIRE EVENING TELEGRAPH. Peterborough Citizen 
SEEDS & Advertiser (twice weekly). Kettering Leader & Guardian, Welling- 
borough News. Rushden Echo & Argus. Thrapston, Raunds & Oundle 
MANURES Journal. Lynn News & Advertiser (twice weekly). Bury Free Press. Suffolk 
TIMBER Free Press. Isle of Ely & Wisbech Advertiser (twice weekly). Newmarket 
Journal. Market Harborough Advertiser & Midland Mail. Lincolnshire 
MATS Free Press. 


FORGING Managing Director : R. P. WINFREY, M.A., LL.B. 
Rate £3. 10.0 s.c.i. flot 


cm Cast Midland Allied Press Ltd om 


ONE ORDER A.B.C. Certificate July to December 1949. Net sales 225,353 per issue. 
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ONE ACCOUNT London Advertisement Manager: GEORGE JACKSON, CLIFFORD’S INN, 
ONE RATE FLEET STREET, E.C.4. Telephone : HOLborn 3611/2 


ONE MATRIX Manchester Advertisement Manager : W. NOEL YULE, clo HILTON & KAY, 
4, WATER STREET, MANCHESTER 8. Telephone : BLA 0402. 
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TRADE & TECHNICAL ADVERTISING 


Policy and Practice 


June 8, 1950 


Technical Press Could Help Still More 
In Battle For Exports 


The technical and trade journals have done a fine job for 

industry, but now the time has come for them to do more, 

says J. H. MILLER-WHEELER, A.M.LE.S. He also suggests 

that the Incorporated Society of British Advertisers could 

give invaluable aid to all who advertise technical goods 
by establishing a Central Media Advisory Service. 


ISCUSSING trade and 

technical advertising, a 

friend (an agency director) 
observed that the trade and 
technical Press had done a very 
fine job over many years in 
making industry advertising con- 
scious, but that now, as had 
happened to other pioneers, their 
converts had advanced beyond 
that leadership. 

This shrewd observation, 
sincerely made, sums up the posi- 
tion very adequately. Industry 
must always remain indebted to 
the trade and technical Press for 
its persistent and progressive 
leadership during a period when 
industry couldn't care less. 

Times change, however, and for 
the technical advertiser they have 
changed radically. Shrinking world 
markets and increasing competition 
are forcing the technical advertiser 
to regard advertising in a new 
light. No longer a mere academic 
matter, it is rapidly becoming a 
weapon in the sales armoury, but a 
weapon with a blunt edge 

To sharpen this edge the techni- 
cal advertiser requires more ser- 
vices, not only from the Press but 
from his own organisations. 


The contribution required from 
the Press was discussed in previous 
articles. To the standardisation of 
space sizes and audited circulation 
and analysis figures may be added 
two minor items. Neither may 
appear very important, but they 
ure. «services with a cumulative 
value, and as such are commended 
to the Press. 

The first is the classified product 
index, based on current advertise- 
ments. A few journals do carry 
this useful feature, some as a 
buyers’ guide section. 

The the 
request This feature, 
widely used in the American 
technical Press, is regarded pri- 
marily as a reader service, but its 
value to the advertiser ts important 
and would be greatly appreciated. 

It may be conten- 
ded with some 
justification that be- 


second is 
postcard. 


catalogue 


HOW TO ORDER — Tee post cords ore printed hove 


* cach lb room ber you 
fe request bow pieces ot erwtoe W you are requesting tow pecan or leas please 
sete ety The bottom cad Fer five te sight peces use beth cords 


cause a thing may 
be done in America, 
that is no valid 
reason for it being 
adopted here. Were 
it only a matter of 
home markets, the 
contention may well 
be upheld ; but as 


PRODUCT ENGINEFRING 
5% West 42nd S« 


New Yok 14 N 


A typical American catalogue request 


postcard, 


‘ 


British technical ad- 
vertisers are com- 
peting in the same 
markets as their 
American counter- 
parts, it is essential 
that the British tech- 
nical Press should 
be on at least level 
terms, if not in 
advance, in these 
matters 

It is, however, in 
the realms of media 
research and reader- 
ship surveys that 
the technical adver- 
tiser isstill unserved, 
and is likely to 
continue to be 
unless and until they 
are undertaken by 
himself through his 
Own Organisations 


be 


The stated object of the general 
consumer advertiser is to bring his 
message to the notice of as large a 
section of the market for the 
advertised product as possible, for 
as little money as possible. Any 
money that can be saved by 
eliminating waste readership may be 
used to give the campaign greater 
impact where it will do most 
good. 


Central Media 

Advisory Service 

To the technical advertiser there 
is nothing in this view that is not 
applicable to his own case; but 
while the general consumer ad- 
vertiser has been provided with or 


has obtained the means to assist 
in the attainment of this object, 
the technical advertiser has not. 

There is a real need for a 
Central Media Advisory Service, 
particularly for overseas and 
foreign media. This service would 
provide the technical advertiser 
with reliable advice on the selec- 
tion of suitable media for given 
purposes, provide detailed in- 
formation on foreign media, 
conduct readership surveys, and 
provide such other statistical data 
as may be considered desirable. 

Such a service would, of course, 
cost money, and industry would 
require to finance it, but the advan- 
tages to be gained would offset the 
expenditure. Just how such a 
service is to be organised and con- 
ducted is an open question requir- 
ing detailed examination, but it 
would appear that the [.S.B.A., 
with the active support and col- 
laboration of the F.B.L, the 
British Engineers’ Association, the 
British Electrical and Allied Manu- 
facturers’ Association and other 
trade organisations, is the most 
obvious body to undertake this 
service. 


Recent Techn 


From Rathbone Publicity Ltd. 
come two new folders for E. H. 
Jones (Machine Tools) Ltd. 
first, describing the (VA No. 
toolroom lathe, is printed two 
colours and well illustrated with 
photographs showing the lathe 
from all possible vantage points 
The photographs we obviously 
composed specifically for this 
purpose 

A general arrangement drawing 
printed white line on black pro- 
vides customers adequate 
detail for situation planning. The 
addition of dimensions in the 
metric system is a valuable feature 
not sufficiently exploited in tech- 
nical print 

The second folder puts over the 
CVA 25-ton dieing machine and is 
also a two-colour job. The sales 
point that the machine produces 
anything from 80-250 pieces per 
minute in one operation ts put 
across very effectively on the front 
cover. Photographs, drawings and 
text provide all possible informa- 
tion 

The United Stee! Companies 
Ltd.. on behalf of their sub- 
sidiary, Appleby - Frodingham 


with 


ical Literature 


Steel Company, Scunthorpe, 
Lincs, have produced a handsome 
brochure entitled Low Alloy High 
Tensile Steels. Contents deal with 
metallurgical, economic, and 
engineering aspects of the subject, 
and on the use of these steels in 
construction of rolling stock, 
cranes and excavators and static 
structures. Masses of technical 
information are given with the aid 
of tables, graphs and illustrations 
Copies can be obtained either 
from the Appleby-Frodingham 
Company or from The United 
Steel Companies Ltd., 17 West- 
bourne Road, Sheffield 10. 

Incidentally, the mystery of the 

“reticent” leaflet, referred to on 

276 last month, for the 
Pacera MFS drilling and tap- 
ping machine, has been solved. 
W. J. Meddings Ltd., Slough, are 
the manufacturers, and the leaf- 
let was produced for them by 
Rathbone Publicity Ltd. 

Two brochures, Marconi 
Training and Marconi College, 
give details of the opportunities 
open to young engineers who join 
the Marconi Wireless Telegraphy 
Co., Ltd. 
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Here are four straight-flying arrows for manufacturers’ 

ers—two for the home target and two for the export target. 
Why t ause with two shots at each target 

the manufacturer, arksman, can be sure that he will be 
able to score a direct hit. ** Furnishing group " 
of home and overseas publications i ed in the 


best N.T.P. tradition—and that, to the 


well-informed, means a lot. 


FURNISHING 


is the magazine that is read by all important Retail Furnishers 
in this country—it is published monthly 


FURNISHINGS FROM BRITAIN 
—the luxurious quarterly trade magazine, goes to 
all important buyers in export markets 


FURNISHING SHOW BOOK AND DIRECTORY OF TRADE MARKS 
is the standard reference book of the retail trade—a guide to all sources of supply — 
a publication kept at hand throughout the year 


SURVEY OF THE BRITISH] FURNISHING INDUSTRY 
is a new, ambitious book, comprehensive and detailed, it presents to the world a 
virtual catalogue of the entire British Furnishing Industry. Size 13]* x 10”. 


These are the media that reach ALL important buyers and prospective buyers wherever they 
may be. Behind these publications lies a progressive editorial policy backed by the highest standard of 


production. 
Details of space available in these publications may be obtained 
on application to Edgar S. Sibun, Advertisement Director. 
The National Trade Press Ltd., Drury House, Russel! Street, London, W.C.2. Telephone TEMple Bar 3422 (17 lines), 
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ADVERTISER'S WEEKLY 


Larder 
Stevens 


itp 


are (sing 


for 


GLARK'S 
: CARAMEL 
wivertising to cover the food trade 
and give information on Clark's 


makers of sugar for every branch of 


the food industry 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


Chemical 
Engineering 


reaches the chemical engineer respon 
sible fordesign, costing and installation 
of chemical plant and equipment 

the exacting requirements of manu 
chemical and 


International 


facturers im the 
process industries 


circulation 


LEONARD HILL TECHNICAL GROUP 
Manufacturing Chemist— W orld Crops 
Petroleum Paint Manufacture 
Muck Shifter—Chemical Engineering 
Building Digest — Food Manufacture 
Fibres — Pottery & Class — Atomics 

All published at: 
17 Stratford Place, W.1 


Specimen copies on request 


— Cireulation—The Case 
For “Quality” 
Are advertisers and their agents one track-minded about 


specialised media? Here is a periodical proprietor who 
thinks most of them are. 


E have received from 

a correspondent _ the 

following comments on 
Mr. J. H. Miller-Wheeler’s 
article, “Advertisers Need More 
Circulation Data From The 
Technical Press,” in the Apver 
riser’s Weexty of May Il 

Mr. Miller-Wheeler commits 
himself to the generalisation that 
the most important fact for a 
potential advertiser to know about 
a publication “is the basic one of 
circulation figures.” 

As the proprietor of a journal 
which sells predominantly over 
seas, may I suggest that the repu- 
tation of the British Press, and 
of British export trade, would be 
seriously prejudiced if publishers 
in general were to take that casual 
view of their responsibility? 

The problem is that of quality 
Vv. quantity Quantity is what 
your contributor wants If | 
accepted his criterion I could very 
eastly, quickly, and substantially 
increase circulation—by the usual 
course of lowering standards 
standards which we have set, 
maintained, and improved over 
many years. All I should need to 
do would be to cut valuable 
features in order to introduce 
more popular but less useful 
topics 


Respect Would 
Be Lost 


Quality, however, would 
promptly fall. That would mean 
that the respect of the leading 
men in British territories overseas 
would be sacrificed, or at least 
seriously diminished, for the sake 
of attracting a mass following of 
much less importance from every 
standpoint 

But it is the quality readership 
of such papers as mine that makes 
them good advertising media 
Why? Because they appeal to 
the outstanding men in the com 
munity for which they 
who exercise the main 

power In such cases 
circulation figures are therefor 
not the most important considera 
tion for the 


rtisers have 


cater 
those 


huvinge 


idvertiser, as many 

proved to therr 
Scores 

continued 


a far hieher rate 


satisfaction 
ertisers have 
ears to pay us 
in they pay to other publications 
field 


ve almost 


n our though some of these 


\ 1 


double our circu 
that 


from. their 


tion They do simply 


because they know 


own experience that circulation 
figures are nor a reliable guide to 
economic value, and that quality 


is far, far more important 

There is also something beyond 
intrinsic quality——the trust which 
it inspires. If the editorial policy 
holds and increases the confidence 
of regular their loyalty 
to the paper grows with the years 
and extends to the 
columns; for a paper 
scrupulous editoria 
certainly be 
matter of advertisen 
instance, we not only bar some 
types of advertising altogether 
but decline any in the acceptable 
classes which is not in the front 
rank in its own field. In other 
words, preferring quality to 
quantity, we practice what we 
preach 

Not long ago a director of a 
well-known company which has 
advertised with us for years told 
me that when he called upon the 
head of a great City fin 
he was greeted with words 
“Glad to meet you, Mr. X. I 
know little about your business, 
but I have seen your advertising 
in—{my paper}—for irs, and | 
know that it would 5 be there 
if your company were not in the 
front rank.” The friend who told 
me of that conversation (for the 
policy we follow es make 
friends of our advertisers) added 
that if his company idvertising 
over the years had 1 nothing, 
in absurd supposit it would 
still have justified itself, for it 
had made that merchant banking 
firm favourably ir ed to the 
idea of making substantial 
investment when company’s 
capital was increas 

Such an incident would have 
been inconceivable if we had 
pursued a wlicy It 
could occur only result of 
deliberately puttir ty above 
quantity all the t 

Would it be 
to suggest that th 


readers 


idvertising 
which ts 
will almost 
scrupulous in the 
rents For 


Wwe house 


popu 


is offence 
: for mass 
circulations is w iff 
ment of many adve 
despite the fact 
every day. that th 
country with the 
IONS are very ab 
which are the ere 


rs in this 
t circula 
not those 
dit to this 
country and jour ? The 
national imper dd inter 
Times 
and 

nd there 
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national value 
Manchester G 


fator, Tor exa 


(Continued on 


Byfusing the advertising 
columns of THE SYREN 
AND SHIPPING your 
name will be kept in 
front of the leading 
Shipowners, Ship- 
builders, Shiprepairers 
and Marine Engine 
Builders at home and 
overseas. 


* 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for a specimen copy and rate 
card to 


SYREN & SHIPPING LTD. 
26-28 Biliiter Street, 
London, E.C.3 
Phone: Royal 5322 


RIDLEY’S 


WINE & SPIRIT TRADE 


CIRCULAR 


ESTABLISHED OVER 100 YEARS 
s 

Circulates all over U.K. and 
in many Overseas Countries. 
Best medium for wines, spirits 
and allied products. 

For Specimen Copy and Rate Card 

Apply: 

110, CANNON ST., LONDON, E.C.4 
Phone: Mansion House 2910-6100 


BOLTON 
STANDARD 


THE LEADING 
LOCAL WEEKLY 


On sale every Thursday 
VICTORIA ST., BOLTON 
Tel. 4742 (2 lines 

15 High Holborn C.C.4 
Chancery 8752/3 


London 


@SHOWCARDS - POSTERS 
@ WINDOW BILLS: DISPLAYS ETC. 
SILK SCREEN PRINTED RY 


PUBLICITY SERVICE 


39 WEST HILL, LONDON, S.W.18 
Phone VANdyke 6667 


Pe 472 June 8, 1950 
| | Make Sure your] 
|| Advertisement is read by , 
|, Shipowners, Shipbuilders, 
7 asd | Marine Engine Builders. 
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Workin 


WOOL, wool, wool! From the ends of the earth 
come vast numbers of fleeces to feed hundreds 
of Bradford mills. Sorting and combing, spinning 
and weaving, Bradford is the wool centre of the 
world with easily the world’s highest cutput of 
worsted yarns and fabrics. Not without reason 

has this great manufacturing town been called 

** the City of the Golden Fleece” ! . 


one of many skilled workers at Lister & Co's vast nik and 


¢ “ Twisting "—a finger-flick and the warp ws joined ! He's 
velvet mulls, biggest of its kind in the world 


One of the famous Bradford cloths on the loom. Bradford is the 
headquarters of the world’s greatest dyeing orgamazation, the 
Bradford Dyers’ Associaton. 


A Yorkshire lan reminds you of will 


more Bradford industries, amomg 

them chemical, pants, furmture, 
Flow production of Jowett cars, another great Bradford Assembly in the English Electric factory. Bradford Paper, printing, ttome quarrying—and 
awndustry. The Jowett business has grown from a bicycle employs 13,000 engineers. They make electric rraction umbrellas, 


shop to one of Britain's largest and most up-to-date car motors, power transmusswn plant, boilers, machine 


factories. tools and other machinery. 


In textile goots alone Bradford's turnover YORKSHIRE OBSERVER (Net Sale 33,203 A.B.C.) 


exceeds £200,000,000 a year. There’s a fine 
ket here for you in this ninth largest 
English town poh so dhei nearly 300,000). TELEGRAPH & ARGUS (Net Sale 122,020 A.B.C.) 


For first-rate coverage, use the West- 


minster Press papers. They get results! YORKSHIRE OBSERV ER BUDGET 


(Net Sale 26,110 A.B.C.) 


e ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. Teil : CENtral 3265 
Leeds Office | Manchester Office 
COVERS THE PRevincts Russell Chambers, Merrion Street, Leeds 2. Tel: Leeds 24998 ' Midland Bank House, 16 Cross %., Manchester 2. Tel Blackfriars 2930. 
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ADVERTISER'S WEEKLY 


\ A reliable medium 


° for 
geal Bulletia HOME & EXPORT 


Publuned by 


Advertising, reaching the firms 
that matter and read by Execu- 
Branches of the 


tives in all 


METAL 
a METAL and its Allied Industries. 
ett Mowe P \ Twice weekly. 


Tuesdays & Fridays 


Dy 


SPECIMEN COPY & RATE CARD OWN REQUEST 


READERSHIP GOODWILL 


FOSTERED ‘se 


METALLURGIA 


THE BRITiSH JOURNAL OF META 


SY AUTHORITATIVE ERDTTORIAL 


Olfers greater value to advertiser and agent : 


THE KENNEDY PRESS LTD. 31 KING STREET WEST, MANCHESTER 3 
FFICE: 21 BEOFORD STREET, LONDON, W.C2 


Etc il ae ae . ae ‘ Oo MCT) 


LONDON 


For « poster advertising 
campaign in any of the arcas 
shown on this map consult 
Mills & Rockleys. 


Single sites, special displays 
or complete coverage for long 
or short periods 


Every detail of « poster 
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TRADE & TECHNICAL ADVERTISING 


The Case for Quality—continued 


Circulation : 


June 8, 1950 


are many publications worthy to 


be bracketed with 
caleulably beyond 
dailies 


them) is 
that of 
und weeklies which boast 


in- 
the 


of circulations running into many 


millions of copies 


But the con- 


versation and correspondence of 


tany 
wholly with quantity 
all, or negligibly 


agents is concerned almost 
and not at 
with quality 


That, | suggest, is unfair to 
British trade, unfair to the most 
creditable British publications, 


und unfair to British 


advertising 


It is on quality that this country 
rely 


must 


THE 


for its overseas trade, 


MONEY WENT DOWN 


and that fact ought to lead a far 
larger number of advertisers and 
their agents to much greater dis- 
crimination in favour of quality 
publications (which by no means 
necessarily implies those printed 
on glossy paper!) 

Not until most agents (not fust 
a few) give quality its rightful 
place, and judge from the stand- 
point of the influence of a 
publication jn its own sphere, will 
they do justice to themselves, 
their clients, the British Press as 
a whole, and the export trade by 
which alone this country can live. 


THE DRAIN 


launched in. time for 
April 28, 
Wingard, of Lincoln, 
token coupons 


Easter. 
declared Mr. R. H. 
orders for 
exceeded 


On 


35,000 


and the orders were from nearly 


1,000 retailers throughout the 
country. He revealed that in five 
weeks, Men's Wear Tokens Ltd. 
(the company formed to operate 
the scheme) had sold more vouchers 
than were sold in the first year of 
book tokens. 
7 ” 7 

“MPO win the campaign against 

outside competition every 
laundry must advertise This isa 


quote in The Laundry } 
from Mr. Cyril C. Fre 
two books on laundr 
motion, who has 
publicity and sales 
service for the indus 
Same issue print 
arucle on “What Do 


wd ( May ) 
author of 
sales pro- 
started a 
anagement 


a two-page 
s the Trade 


Press Mean to Yo in which 
Mr. Albert White clares that 
many prominent figures in the 


laundry industry wi 
their success was d 
part to the help a 
they had received 
trade journals 


| admit that 
in no small 


knowledge 


mm reading 


Also included ts a 
“Market Research 
Precede Advertising 


port, headed 
quiry Must 
of a talk by 


CAMBRIDGESHIRE TIMES 


GROUP 


62,652 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


July To Dec. 
A.B.C. Figures 


Copies 
Weekly 


Mr. W. R. Balch (WW. H. Gollings 
and Associates) the April 
meeting of the Dychards Club. He 
told the club that before embarking 


on any collective adv: 


for the dry-clea: 
market research 
would have to be 


order that the advert 
was run on the mos 
Such research would 
between £1,000 and 
mating the turnove 
at about £24 mill 
Balch reckoned tha 
about one-quarter of 
of the 
about £62,000, they 
excellent adve 

They might manage 
Individual competit 
should not be drop 


collective scheme was 


turnover, whi 


sing scheme 


ndustry a 
vestigation 
nducted in 
g campaign 


ective lines. 


t anything 
00. Esti- 
1¢ industry 
year, Mr 
a figure of 
e per cent 
would be 
{ run an 
ampaign. 
even less. 
idvertising 
when a 
inning, but 


(Continued from page 468) 


should back it up. Firms that 
realised this could cash in very 
profitably on a collective scheme. 


* * * 


HE use of intelligent publicity 

is suggested by Water and Water 
Engineering (May) as a means of 
reducing the rate of water con- 
sumption in this country. Further, 
it suggests that water authorities 
should supply well-designed holders 
contaming about half-a-dozen tap 
washers, with any small accessories 


required, for placing over the 
kitchen sink. “This, if suitably 
worded, would be a_ constant 
reminder that taps need re- 


washering and at the same time 
provide the means whereby the 
job could be done.” 


” * aa 
Kk DITOR of Drapers' Record 
4(May 13) in his “Comments” 


asks whether it is possible for 
women to judge the kind of pelts 
used for a fur coat or its value 
from an illustration of the garment. 
His question is prompted by a 
comparison of recent announce- 
ments by Swears and Wells Ltd. 
He writes: “For instance, a sketch 
used on February 13 to depict a 
Canadian squirrel at 175 gns., 
“normally 398 gns.,’ was re-used on 
May | for a romance coney at 
£10 19s., ‘normally £21 18s.’ 
Another drawing that on February 
13 showed opossum skunk - dyed 
at 20 gns., ‘normally £39," illus- 
trated on April 24 and May | a 


fox coat at 25 gns., ‘normally 49 
gns’.” 
And he adds, “What does 
‘normally’ mean?” 
* © * 


N event which proved extremely 

successful was arranged recently 
by Kendal Milne and Co., Man- 
chester store, in order to open the 
sports season (Sports Dealer, April). 
This event took the form of a 
Sports Week and famous person- 
alities attended to give expert 
advice on their various forms of 
sport. Special displays were made 
featuring various pastimes. 
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Campaign Preview 


@ Approximately one-seventeenth of the 
population of the United Kingdom lives within the 
highly prosperous West Yorkshire zone, principal 
circulation area of “THE YORKSHIRE POST” and 
“THE YORKSHIRE EVENING POST.” 


@ This complete cross-section of the nation 
is the perfect trial-ground for advertisers who wish 
to gauge the results likely to be obtainable from 
a country-wide campaign. 


@ Market reaction can be tested simply, 
quickly and economically by means of preliminary 
advertising in the West Yorkshire area through the 
medium of these two influential newspapers. 


LE ANA A A AP PRETO OD. 


ne et ee ay UH ow 


ILLUSTRATED BROCHURE 
ON APPLICATION 


. 
THE YORKSHIRE POST 


and the 


YORKSHIRE EVENING POST 


Members A.B.C. 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO LTD. LEEDS 1 TEL. 32701 
LONDON OFFICE: 17), FLEET STREET EC4 TELEPHONE: CENTRAL 9693 
MANCHESTER OFFICE: 5, CROSS STREET. TELEPHONE: BLACKFRIARS 0867 
BRADFORD OFFICE: BROADWAY HOUSE TELEPHONE 21571 
DONCASTER OFFICE- SCOT LANE TELEPHONE 4001 
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ADVERTISER'S WEEKLY 


Reviews of New Productions 


oe Zener eet 


This Is A Well-Made Family 


The Crossley story, gypsum, transport, careers for boys and 


HF 1l6mm. Kodachrome 

film, “Power for Locomo- 

tives’, which the National 
Film Agency made for Crossley 
Bros. Ltd. about the internal 
construction of their diesel 
engines, portrays the fine engineer- 
ing record of a_ distinguished 
family 

In 1866, the founders of this 
firm produced their first atmo- 
spheric engine; in 1906, their first 
car. Diesel engines of greater and 
greater power came from. their 
drawing office, until to-day we 
are shown the actual construction 
of ther first 1800 horse-power 
engine for heavy locomotion 
If this film is another example of 

4a manufacturer wanting the story 
of his ancestral achievements re- 
corded on film, it somehow escapes 
the usual fate of such films and 
never bores one Perhaps a good 
script and some deft diagrammatic 
work from Animated Technical 
Films explain this phenomenon 


Wonder 


Rock 


NEW sponsor, British Plaster 
Board Ltd., should be well 
satisfied with ther first film, 
Wonder Rock Made by the 


National Film Agency, the film ts 
the story of gypsum the rock on 
which the art of the plasterer has 
down the ages 
Board Ltd. are to 
be especially congratulated on 
preferring to allow the historical 
records to narrate something of the 
fascmating art of proud 
craftsmen from Egyptran 
down to the present day, instead of 


been devek pre dl 


British 


"aster 


these 
times 


concentrating the camera eye 


solely on the firm’s products 

An abstraction from the film 
plus a few additional 
been made mto a second film 
entitled, “Resistance To Fire 
the purpose of 
that gypsum delays the 
fire in the home or, 
structure of 
stituent 


B.T.C. 
Sponsor, Producer 
spe month, the British Trans 
port Commission make va! 
debut in these columns 
role of sponsor and producer 
They have associated themselves 


shots has 


which ts to show 
spicad o 
majeed, im any 


whieh uo w a ” 


n the dual 


with the second film of the Associ- 
ated British Pathe Lid. series * The 
Wealth of the World”, entitled 
“Transport.” The film reduces the 
chaotic development of road, rail, 
and canal transport to a pattern 
which will be comprehensible to the 
general public, for whom the film 
has been made 

The subject of transport is most 
photogenic, but at the same time 
its complexities could render it 
meaningless. That this film amounts 
to a synthesis is a triumph for its 
producer Peter Baylis and script- 
writer Jack Howells, whose script 
has some delectable touches of 
humour 

* Berth 24” describes every phase 
of the work of unloading and 
loading the ss Bravo, a typical 
small ship in Britain's trading fleet 
This ship carries passengers and 
cargo between Hull and Gothen- 
burg Before she berths, we see our 
transport system going into action, 
bringing the export cargoes by rail 
and road to the docks, so that there 
will not be a moment's delay in re- 
filling her holds after she has 
unloaded. The story ts told through 
a foreman docker and a Swedish 
business man (who comes to 
Britain to buy an excavator and 
departs not only with an excavator 
but with a prize bull, to boot). The 
work of the craneman, dockers, the 
shipping clerk, the dock 
intendent dovetail with clock-work 
precision. Unfortunately, the film 
is too long; the camera lingers 
affectionately over shots which are 
too repetitive. The dialogue ts 
extremely good, when spoken as 
prose 
Comedy With 

A Moral 
‘rs leaven this solid transport 

fare, Public Relationship Films 
Lid., under that comedian-cum- 
producer Richard Massingham, 
have provided ** Moving House,” a 
comedy with a very obvious moral. 
The moral is: If you are lucky 
enough to be able to move into a 
house, don't teach your grand- 
mother to suck eggs: moving-men 
are tramed for this operation. The 
humour in the film will appeal to 
the unsophisticated The only 
reason for this family to move 
house, as far as I could see, was the 
ghastly wallpaper 

The last film, “Inland Water- 
ways,” 1S a descriptive-instructive 


super 


girls, Methodist missionaries 


film for the staff of Docks and 
Inland Waterways, in which two 
bargees make their London-Bir- 
mingham run The cargo of 
aluminium, loaded at Brent Mea- 
dow, Wharf, Brentford, sheeted 
up before the 44-day journey begins, 
through tunnels, locks, and under 
swing bridges \ section 1s 
devoted to the cana! maintenance 
services, and shows how busy our 
canals are, no matter how peaceful 
they may look 

The film, intended to give general 
technical information, achieves tts 
purpose. However, considering its 
length, which I found overlong by 
ten minutes, I felt it was a little 
impersonal. Running time is 40 
minutes 


This Modern Age 


AST month | suggested that 
4*This Modern Age was de- 
funct. I am glad to hear that the 
series is, in fact, still very much 
alive and that plans are in hand to 
make at least six new films this 
year 

Made by an independent produc- 
tion unit, This Modern Age” 


films are example f objective 
reporting at its best, and, of course, 
are not in any way nsored. 


A Deft Film 
For Dreft 
DAPTING Ted 


phrase, one mig 
the latest Solus 
produced for Dret 
Services, ** There's 
The maestro himself appears with 
Kitty Bluett in “Raise a Lather,’ 
and their lively backchat, assisted 
by some exceller Technicolor, 
should do a good selling job for 


Ray's catch- 
well say of 
ertising film 
G.B. Screen 
lever film! 


this detergent Its stable com- 
panion, Tide, is equally well 
served by two films “Good 
Tidings” and Ti In,” also 
made by G.B. Scicen Services. 


Technicolor. 
sales story, 
ime of the 
i in a Shoe, 


Both these are also 
In “Good Tidings 
based on the nursery 
Old Woman Who | 
is told at a crack pace by 
skater-actors who cleverly mime 
the transformation of the old 
lady's washday from drudgery to 
Tude-iness 


These three films are distributed 
for exhibition im Odeon, Gaumont 
British, Granada and = selected 


independent 


cinemas 


throughout 


subjects of the month's films, reviewed by PAUL NUGAT. 


June 8, 1950 


Record .- 


. . these are some of the 


the U.K. by Theatre Publicity Ltd. 

Similarly distributed are 13 new 
Filmlets for a variety of sponsors, 
ranging from the Sunday Press to 
Goya All except one are in 
colour, six being live-action, three 
cartoon and four animated display. 
It is noteworthy that, in addition 
to the Sunday Press, the London 
Evening News, the Irish Press and 
the Scottish Daily Mail have used 
this medium. 


Jobs For 
The Boys 


TS Ministry of Labour is taking 
seriously its task of trying to help 
boys and girls of school-leaving age 
to make up their minds what 
careers to follow 

In this cause, it has sponsored 
three new films. “Working on the 
Land” portrays life on a dairy farm. 
The production is straightforward, 
and none of the little menial jobs 
which require attention all the year 
round has been omitted. The farm 
is shown at all seasons, and not only 
when the corn is high. A boy or 
girl will find that no attempt ts 
made in this film to influence him 


or her one way or another. The 
commentary would have been 
better with a less tutorial diction 


on the commentator’s part. ** Work- 
ing on the Land” was produced by 
Realist Films Ltd 

The second film is “Working in 
a Store,” and was produced by 
Basic Films Ltd. It provides any 
young girl with a complete insight 
into counter-life. The job requires 
no special qualifications, but it 
demands the right temperament 
As one of the fears besetting any 
young person is the fear of turning 
out to be a failure, the film has 
included a junior assistant, who 
finds her niche repairing clothes im 
the store instead of selling them. 
Incidentally, this tilm was shot at 
Bentalls’ of Kingston 


Engineering 
In The Blood 


“Ny AKING Engines” is the last 
of the three vocation-guide 
films currently released. I consider 
it to be the best of the three, 
largely because it captures the 
atmosphere of an engineering work- 
shop as well as explaining the 
nature of the work involved. 
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ADVERTISER'S WEEKLY 


Theatre Publicity 


‘aplure the heart 


of London! 


Once again, Theatre Publicity Ltd. take pride 
in announcing a major addition 

to their already outstanding list of cinemas. 
And now, for the first time. 

you can exhibit your advertising films 

and Colour Filmlets in some of the 

finest West End Cinemas. 


. » 
This additional first class coverage 
is achieved through : 


Astoria Charing Cross Road 

Dominion Tottenham Court Rd 
Metropole Victoria : 
New Gallery Regent Street i 
New Victoria Victoria : 
Odeon Tottenham Court Rd 
Pavilion Marble Arch 4 
Tatler Charing Cross Road : 


Tivoli | Strand : 


This latest concession, which takes 
advertisers right into the heart of London, 
further strengthens our leading 

position in the field of cinema advertising, 
due to the rights we hold for the 

Odeon, Gaumont, Granada and 

other outstanding groups of cinemas 
throughout the United Kingdom. 


THEATRE PUBLICITY LTD 


sole controllers of screen advertising for 


ein 


ODEON AND GAUMONT THEATRES 


Sales and Production Offices 
Film House, Wardour Street, London, W.1 
Telephone GERrard 9292 
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ADVERTISER'S WEEKLY 


The Browns 
are at the 
Pictures ! 


So are the Smiths and 
Robinsons - YOUR 
CUSTOMERS! No 
matter the weather, you can 
always be sure they will be 
there ! Over 15,000,000* of 
them — or more than half 
the total cinema-going 
public - can be reached 
through Presburys - the 
firm who first introduced 
the screen to National 
Advertisers. 


The quality of Presburys’ 
production of films and 
slides is unsurpassed — and, 
what is more, they PULL 
RESULTS! 


*Based on 40%, of capacity ottendance. 


PRESBURYS 


S. PRESBURY & CO.,LTD 
GLOUCESTER HOUSE 
19 CHARING CKOSS ROAD, W.C.2 
Whitehall 3601 


Luality 
EXHIBITION 


Yuald yf 


DISPLAY 


Lualily 
SILK-SCREEN 


Priestleys 


COMMERCIAL ROAD. GLOUCESTER 
London, Phone; TEMple Bar 7965/6 


I HIE RUFADINGS 


Without Steel Dies/ 
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Reviews —continued 


The schoolboy, after sceing this 
film, can approach his career 
decision with some inkling of the 
pride and precautions taken by 
engineers to test the standards of 
ther workmanship 

Crown Film Unit chose wisely 
in making the commentator’s voice 
sound youthful and chummy 
Looking at shots of the older men 
with model engineering for their 
hobby, a boy should be able to tell 
whether engincering is in his blood 
or not, 


South China 

Mission 

N the autumn of 1950, the 

Methodist Missionary Society 
celebrate the centenary of their 
South China Mission. The occasion 
has been commemorated by a film 
made by Taurus Film Productions 
Ltd. during their stay in South 
China last year 

The story of the early days is 
reconstructed. There is the landing 
of George Piercy, indomitable 
pioneer and Methodist layman, 
who fought against the suspicion 
which surrounded him after he 
settled in Canton. The Chinese 
throughout the film show them- 
selves to be first-rate actors 

Slowly, after several set-backs, 
the Mission gains the confidence of 
the people by attending to their 
physical ills. A school is opened; a 
church is built; a hospital is staffed 
by native nurses, and a technical 
college by native instructors 

The film has been brilliantly 
edited. At least twice during the 
performance, the dramatic effects 
lift you right out of your seat 


Three More 
From B.E.D.A. 


\ ERTON Park Studios Lid 
have produced three more 
films for the British Electrical 


Development Association. 

“More Power” has an effective 
prologue by Sir Walter Citrine, 
who explains the problem of 
providing more electrical power in 
the face of. constantly growing 
consumer demands. We visit sites, 
where new generating plants are in 
the process of being installed. After 
seeing this film, one begins to 
understand why power-cuts are 
necessary 

* The Line to Take” is a dialogue 
between a farmer and a representa- 
tive of B.E.D.A. on the merits and 
demerits of installing one-phase and 
three-phase electrical plant on a 
farm. The clarity of the diagram- 
matic work makes the discussion 
intelligible even to a layman 

“Power on the Farmstead” ts 
another practical demonstration of 
how electricity reduces the manual 
labour and increases the efficiency 
of farming in all its multiple 
activities. Some of the machinery 
has been shown in other B.E.D.A 
films, but one important feature 
stressed is the safety with which 
electrically driven machinery can 
be left running all night without 
attendance, 


“Prelude to Power,” 


June 8, 1950 


These Films Have Stood 
The Test of Time 


(By a Correspondent) 


HE films now being shown 
at the Mechanical Hand- 
ling Exhibition at Olympia 
contain a lesson for every branch 
of industry, whether the indus- 
trialist is concerned with 
mechanical handling or not. So 
often in the past it has been argued, 
as a form of sales-resistance to the 
idea of sponsoring a film, that films 
are ephemeral (especially where 
sales promotion is concerned), so 
that their costs cannot be offset by 
financial returns before they are 
out-of-date. An examination of the 
film programme at the exhibition 
should destroy this illusion once 
and for all 
First, it will be noticed there is 
the film entitled ‘* Mechanical 
Handling,” sponsored by the 
Mechanical Handling Engineers’ 
Association. Conceived in 1946, 
produced Over the twelve months 
of 1947, and exhibited at this same 
exhibition in 1948, this 4,000 ft. 
Kodachrome film has stood the 
test of time to such purpose that 
its sponsors felt no hesitation in 
giving it a further lease of life. 
Another film, though of more 
recent vintage, shows signs of 
weathering equally well. It is John 
Laing & Son's “Moving Earth,” 
made by Chelsea Colour Films Ltd. 
Then there is John Byrd's film 
which depicts 
the equipment and methods of con- 
struction employed by the eight 
British contractors in the building 
of the Castelo de Bode dam for the 
Portuguese Government 
The remaining films are of 
American origin and have not been 
seen in this country before 
“Material On The Move,” a 
sound film in Technicolor, has a 
running time of 27 minutes. It 
deals with all the points which make 
Caterpillar scrapers and rippers 
easy and efficient to operate. The 


On location at the 
Tide solus advertising film 
G.B. Screen Servic 


film goes on to show the equipment 
in action on various types of work. 
It has been loaned to the exhibition 
by Jack Olding & Co. Ltd. 

From the same firm 
“*Barber-Greene In Action.” Like- 
wise sound-on-film and Techni- 
color, it runs for 26 minutes, and 
presents the complete line of 
Barber-Greene equipment at work 
on multiple jobs. The installations 
and applications shown include 
conveyor belts, bucket loaders, 
ditchers, coal handlers, and snow- 
loaders. 

Three Anglo-American Produc- 
tivity Council fims have been lent 
by E.C.A. “Operation Frigid,” 
with a running time of 20 minutes, 
covers the cold storage and ware- 
housing of food 

The “Transporter News Reel,” 
running time 18 minutes, has for 
its slogan: “Cut toil, cut sweat, 
cut handling costs."" Narration is 

y “‘Muscle Mike.” Of the three 
pieces of equipment featured, there 
is, first, the Transporter stillage 
truck, designed for the easy un- 
loading of lorries. Then there is 
the Transtractor, which shifts 10- 
ton loads with no more strength 
required than that exerted by a 
woman's thumb! Thirdly, we have 
the Transtacker, which replaces the 
ordinary fork truck on light floors. 
As the American commentary so 
aptly puts it, this truck operates 
for “‘a dime a day.” 

The last film is entitled “Pay 
Loads Pay Off,” and runs for half 


comes 


an hour. It compares manual un- 
loading and loading times with 
those of mechanical equipment. 


Where, for example, it would take 
four men eight hours to unload a 
freight car (=32 man hours), a 
transporter does the job in 12 hours. 
The emphasis of the film is on the 
fact that whether the business ts 
large or small, there is an applica- 
tion for mechanical handling in it. 


Empress Hall Ice Rink during the making of the 
“Good Tidings. 
s and is distributed by Theatre Publicity Ltd. 


This was produced bv 
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emntes 


Jone 8&8, 


1950 


= Standing Festival Com- 
mittee, under the auspices of the 
Association of Specialised Film 
Producers, has now completed its 
work of nominating the short 
films to be exhibited at the Venice 
Film Festival in August. 


* * * 


mlmue new Bell & Howell- 

Gaumont are lamp 16 mm. 
sound film projector, model 609, 
gave a brilliant performance at its 
demonstration at the Astoria 
Cinema, Tottenham Court Road. 


* * * 


AT the International Industnes 
fiFair, to be held in Karachi 
from September | to October 10 
this year, there will be an open-air 
cinema at which participating 
countries will be able to show their 
industria] and social films. 


* * * 


HE Ulster Government are 

sponsoring a film about 
Ulster for the Festival of Britain 
Its length, Trident Films Ltd. tell 
me, is still undecided, I under- 
stand that it will be shown six 
times daily in an Ulster cinema 
which is to be taken over for 
showing Festiva! films 


* * * 
HEATRE Publicity Ltd. have 


recently acquired rights to ex 
hibit advertising films and Colour 
Filmlets in the following West 
End cinemas: Astoria and Tatler, 
Charing Cross Road; Dominion 
and Odeon, Tottenham Court 
Road; Metropole and New 
Victoria, Victoria; New Gallery, 
Regent Street; Pavilion, Marble 
Arch; and Tivoli, Strand 


* * * 


T= British Iron and Steel 
Federation have just completed 
a new film “Great Achievement.” 
The film answers the questions: 
How many firms are there in the 
steel industry? How has the 
industry succeeded in continuing 
to break new records? What is 
being done about research and 
development? 


* * * 


16MM. projector which can 
use both carbon arc and 
incandescent light sources made 
its bow last month, when Guild 
hall Trading Co. of 40a Greck 
Street, W.1, demonstrated their 
Guild-Arc. The Guild-Are retails 
at £348 14s 


* * * 


PLEASANT gesture on the 

part of Douglas Motors of 
Bristol was the presentation of a 
motor-cycle to 19-year-old John 
Brough. an apprentice at the 
Richard Thomas & Baldwins 
steelworks in. Scunthorpe he 
machine had been loaned ‘to 
Greenpark Film Unit for a film, 


Film Editor Writes... 


sponsored by the British Iron & 
Steel Federation, to encourage 
youngsters to enter the industry, 
and Mr. Brough had played the 
leading role in the film. 


* * * 


\ YJHEN does entertainments 

duty apply to 16 mm. film 
shows? How can one quickly 
trace a fault in a projector? Has 
Walsall an Educational Film 
Group? What is the focal length 
of the Elite HJ.S00  filmstrip 
projector? 

A thousand-and-one questions 
like these can be quickly 
answered by reference to the 
Film User Year Book for 1950* 
(Volume 11). Here wilt be found 
everything that those concerned 
in any way with 16 mm. film and 
filmstrip could conceivably want 
to know 

The book is larger than its pre- 
decessor, which covered the year 
1948, and except for four pages 
has been entirely re-set, bringing 
the material up-to-date at Decem 
ber 31, 1949 New sections 
include a projector trouble- 
finding chart which should be 
invaluable, and lists of the names 
used by manufacturers and distri- 
butors for specific designs of 
equipment- the purpose of these 
being to help film users in locat 
ing equipment from a supplier. 

For the rest, there are illus- 
trated articles by Bernard Dolman 
(editor, Film User) on new equip 
ment in 1949. by Jean Le Harive! 
on sponsored films, by Gerald 
Cockshott on film societies, by 
Helen Coppen on filmstrip, and 
others, together with a wealth of 
technical, legal and general in 
formation 


* Film User Year Book, 1950. (Currem 
Affairs Lid. 108. 6d.) 


Testimonials Advertise 
These Projectors 


G. B. Equipments Ltd. are 
letting satisfied customers do 
some shouting for them in their 
current series of six advertise 
ments in the educational Press for 
Bell & Howell—Gaumont pro 
jectors The advertisements (in 
The Times Educational Supple- 
mem, Scottish Educational 
Journal, Teachers World. Educa 
tion and Look and Listen) feature 
testimonials accompanied by 
large cut-out half-tone portraits 
writers, from leading 
members of the visual education 
world 

The first three “satisfied cus- 
tomers” are Norma i J. Atkinson 
lecturer in visual aids in educa- 
tion to the University of London 
Goldsmiths’ College: Frank Ff 
Farley, chairman, National 
Federation of Educational Film 
Groups, and Bernard E. Gillett 
hon. secretary, N.F.E.F.G. Agents 
are London Press Exchange Ltd 


THE FILM PRODUCERS GUILD 


GUILD HOUSE - 


MEMBERS OF THE ASSOCIATION OF SPECIALISED FILM PRODUCERS 


It’s child’s-play ..... 


this 


Why all trepidation 


and hesitation? No amount 


of permutation or combination, 


of loud vituperation or 


condemnation will 


help this 


tiny wheel to find a home. 


There is one simple way in 


which to combat limitations 


and avoid complications— 


have a film produced by 


TECHNICAL AND 
SCIENTIFIC FILMS LTD 


(Temple Bar 2092) 


AN ASSOCIATE OF 


LIMITED 


UPPER ST. MARTIN'S LANE - 
Telephone: TEM. $420 


LONDON: WC2 
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Provincial Group’s 


Eleven Brochures 


Provincial Newspapers Ltd. 
have produced a series of eleven 
advertisement promotion 
brochures. Each deals with the 
area covered by one of their 
papers, and is standard rate card 
size, so that it can be filed with 
the rate card of the corresponding 
journal There are cight pages, 
the centre spread in each instance 
containing a circulation area map 
showing the populations of the 
principal towns and villages. Net 
sales are broken down to town 
and suburbs and country area 
percentages. Main industries are 
listed, marketing data given, and 
the characteristics of the area 
briefly described These are 
simple, factual brochures, easy to 
consult, which should be wel- 
comed by space buyers. 


wag CREAT 


‘Homes And Gardens’ 


Promotion Piece 

A striking piece of promotion 
literature has been issued cy 
Mr. Stuart Mander, advertisement 
director, George Newnes Ltd., for 
Homes and Gardens 

Consisting of a folder, with a 
pocket inside-right to contain the 
magazine, it shows on the front a 
view through a kitchen window, 
with a housewife at her cooking, 
the window curtain being held 
back by a blue ribbon that is 
actually affixed to the folder 
Inside is an announcement that 
the Homes and Gardens revised 
advertisement rate of £90 per 
page is based on a circulation of 
more than 100,000. On the back 
folder is the complete rate list 
and the names of scores of lead- 
ing advertisers. 


NATIONAL NEW 
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The proprietor of a Manchester 
engineering firm, Sutcliffe Venti- 
lating & Drying Co., has for 
nearly SO years taken a “small 
ad.” on the front page of the 
Manchester Guardian without 
missing an issue since he started. 

His policy is to obtain atten- 
tion through a series of “odd” 
remarks, followed by the firm’s 
name, such as 
AFTER ALL, whoever heard of 
a young lady dropping a paper 
tissue at the feet of a handsome 
stranger? SUTCLIFFE VENTI- 
LATING AND DRYING COM- 
PANY, LTD., Cathedral Gates, 
Manchester 3. 

In an interview Mr. Maurice 
Sutcliffe, the proprietor, told 
ADVERTISER'S WEEKLY: “We 
found that the more usual type 


SPAPER 


” nels sales with 
TRAPINEX 


DVERTISING is said to be the life blood of our free 
rculation 


Press 
” media for 
chance 


When a big 


its own 


National 
decides 
nothing is left to 
potential 


tw reach its readership 


thousands { newsagents thr 
and «) casy 
home 


and product mect 


trilkant, forceful 


the message ram 3 th 
public 
tt is almost impossible to 
Trarinex 
CO. BERGER PaInTs 


can be put Pxisting users 
eoac, CADBURY 

EXPRESS DUNLOP, FRIGIDAIRE ® 
HORNIMANS, HOVIS 
MEL TUONIAN 


SRAM PHILLIPS 


ipeis, mt Kiwt 


MUEPHY RAMO, NUPFIC 


RUSHERS eeMi~t 


advertising 
The Daily Express chose “TRAPINEX 
from 
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apply 
point 
list the various uses to 
ude AUSTIN MOTOR 
CHERRY BLOSSOM 
OULSEY'S WINES 
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SMITH S CLOCKS. W. H. SMITH, VacuUUM OF, WM. WREN 


Process an be executed 
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Planners arc 
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strial 


“TRAPINEX’ are limitless, so why 


takes a little 


uses of 


Very little is impossible 


*Trapinex’ (Regd.) Paint Transfers are fully patented and manufactured only by: — 


TRAPINEX LTD. 100 COMMERCE HOUSE, HIGH ROAD, WOOD GREEN, LONDON N.22 


TRANSFER MANUFACTURERS AND DIRECT PROCESS PRINTERS 


Phone: Bowes Park 6811/3 


Grams: Trapinex, Wood, London 


Cables: Trapinex, London 
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Used “Odd” Ads For Fifty Years 


of wording did not brin 
inquiries. It is only infrequently 
that factories and so on want 
such services as ours, so my main 
object was to attract regular in- 
terest and get people into the 
habit of asking “I wonder what 
the old boy has said to-day?’ 
Then when a firm wants a job 
doing our advertisement readily 
comes to mind.” 

Here is another example 
SOUSA COULDN'T PLAY 
EVERY Instrument in his band, 
but what a band it was when 
those players of his were inspired 
by that something we call leader- 
ship. SUTCLIFFE VENTILAT- 
ING AND DRYING COM- 
PANY, LTD., Cathedral Gates, 
Mic 3. 

“These advertisements 
certainly paid dividends,” said 
Mr. Sutcliffe. “It is the only ad- 
vertising we do in the general 
Press, but of course, we do from 
time to time go into particular 
sections of the trade Press.” 


in many 


have 


AFTER BUSINESS 
HOURS 


“If This Be Error” 


(Lyric, Hammersmith) 

“Good theatre.” is the phrase 
that springs to mind jin assessing 
Rachel Grieve’s drama about a 
small-town doctor's bride who 
tries desperately to hide from her 
step-children ‘the fact that she 
was acquitted of the murder of 
her first husband. In fact it 1s 
more successful as theatre than 
as a picture of real life. Situa- 
tions and characters are both 
somewhat novelettish, and one or 
two of the latter seem remarkably 
ready to confess their moral 
backslidings to almost complete 
strangers. 

Still, the play, being good 
theatre, is good entertainment. 
One's attention is held and one’s 
sympathies engaged from the 
word go 

Acting honours are shared »y 
Mary Ellis, as the wife; Mary 
Morris. as the brusque step- 
daughter whose understanding 
stems from her own unhappiness; 
and Daphne Slater. as the silly 
good-natured married member of 
the family who reacts to discovery 
with all the shallow bigotry of her 
type. —M.H 


“The Holly And The Ivy” 
(Duchess Theatre) 
This play, which has come to 


the Duchess from the Lyric, 
Hammersmith, should have a 
deservedly long run. It has a 
pleasant family setting, its charac 
ters are very ordinary, human 
people, and the theme, that of the 
barrier created between a clergy- 
man and his children because of 
the nature of his calling, provides 
just enough intellectual stimulus 
to give depth to the plot. A play 
one can enjoy without effort. 
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A book of facts 


about people 


* 


‘The Home Market’ 


That there have been vast changes in our people's 
way of living since 1939 we all know. But what are 
these changes? ‘The Home Market’ tells the 
whole story — and tells it clearly and tersely with 


tables, pictorial diagrams, maps, using the 


ae 


minimum of text matter. From this 


book you learn the latest composition 6 | Ve | eC a 


and distribution of population; changes in the 


or 


ery Pe Ate ter 


number and size of families; drift from one region 


waa | | Clyde Paper label 


spent; what papers people read. You see a complete 


picture of the new Britain. CVE a {| MN e | 


This is a book that every manufacturer 


and advertising man needs. It is also a book 
of great value to the sociologist, the economist, the 
administrator and politician. The first issues of 


. ‘ . < ‘ A good label goes a long way towards selling a product —as 
‘The Home Market’, of which Major G. Harrison famous firms like Ene's and Colmast's Ima from 
‘ . experience. But they know too that it's no good designing 
and Mr. F. C. Mitchell of The an eye-catching label if you can’t rely on good paper. 
London Press Exchange were joint authors, That is why Eno's— bringing back shetr well-romembered 
wrapper to the Home Market —insist on a Clyde Coated 
gained a high reputation in 1936 and 1939, and Paper. They know its consistent fine quality will safeguard 
their high reputation—just as it could safeguard 
yours. Next time you put a job in hand, specify Clyde Paper. 


a ee 
oe Oe, We a a 


this first post-war edition has been 
brought entirely up to date and 


re-written by their colleague Dr. Mark Abrams. 


15/- or 15/6 PosT FRE 


From leading booksellers, Makers of CRYSTAL ART ond 
—a uine coa 
or from the publishers, George Allen & Unwin Ltd. | — gen eaceede 


a — —Agents: -_ 
Lenden— johnston. Horsburgh & Co. Led 50 Quecshiche, tc 
Cutan eee Westbrook & Co. 3101/4 Corn Exch. Bidgs., Cathedral Sc., Manchester, 4 
©. Ireland & Eire—G. A. Keatinge, Craigies, Furry Park, Raheny, Co. Dublin 
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Mainly Personal— 


By CONTACT 


LT.-COL, M. W. BATCHE- 
LOR, president, Publicity 
Club of Sheffield, asks me 
publicise an appeal he its 
making on 
behalf of the 


Among the children are a number 
who were orphaned during the 


ar 
Col. Batchelor has had a life 
time of association with commer 
cial travellers’ organisations, and 
has been president of the British 
Royal Com Commercial Travellers’ Associa 
mercial tion, 1945-50. The British Legion, 
Travellers Pe the F.B.L, the Food Manufac 
Schools. As na turers’ Federation, the Soldiers 
president of Sailors’ and Airmen’s Help 
appeal Sociecty—these are among the 
bodies that have benefited from 
his ability and drive. If any man 
lor hopes to can hit that £50,000 target, it is 

saris » he. 
£50,000. This Contributions should be sent 
is a hefty either to him at Batchelors Peas 
sum, but the Lid, Wadsley Bridge, Sheffield, 
Schools or to A. H. Carpenter, Secretary 
which have [7-Col. M. W. Royal Commercial Travellers 
idmitted Batchelor Schools, Kings Court, 48 Broad 

more than way, London, S.W.1 


five thousand boys and girls * * * 


since they were founded 105 years 

ago, do not receive any grant GRAHAM CHERRY, former 

from the State Few of the Milk Marketing Board P.R.O., 

national names in business in this who a year ago joined the Animal 

country could have been Health Trust as appeals secretary 

so successful but for the loyal and information officer, has been 
finding his new job both fascinat 


and enthusiastic work of commer 
cial travellers.” he points out ing and exacting The Trust, 


to-day 


wien... 
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which depends entirely on volun 
tary contripulions, runs researen 
and educational activities alleci 
ing horses, dogs, tarm livestock 
and poultry—each with its own 
particular “public 

Ihe work of the Trust was re- 
cently commended to the public 
for support by the Munister of 
Agriculture Cherry has been 
conducting 4 campaign tw pe! 
suade livestock farmers to join 
the ranks of those who believe um 
what science can do for animal 
lite and production, and reports 
reasonadic success, Dut he ts aller 
a target figure, covering all the 
Trusts uctivities, of £200,000 a 
year! 

His work takes him into many 
counties, and he has spoken ot 
meetings of farmers and the 
general pudlic on Many occasions 
during the past winter 


* * * 

ONE OF those busy men 
can always find ume tor 
work is Henry J 
chairman of the 
of Leeds. 

Managing director of the Vic 
toria Furnishing Co., Ltd. of 
Leeds, he does excellent work for 
the National 
Retail 


whe 
more 
Sutchife, now 
Publicity Club 


Association of 
Furnishers and the Fur- 
nishing Trades Benevolent Asso 
cmtion, Also he is on the execu- 
tive of the Leeds branch, Incor- 
porated Sales Managers’ Assocta- 
tion; and, as general manager, 
Independent Order of Foresters, 
he has paid several 
U.S.A, and Canada 

The Leeds Club a 
his work as chairman 
committee for some | 
years 


visits to the 


eady know 
of its social 
ree or four 


= 2 «& 
ONE who has left the world of 
advertising for an entirely new 
line, but has yet retained his con- 
nections with Fi Street, is 
L. W. Maltby. Former process 
manager with the Half Tone 
Process Engraving Co., he is now 
a director of the Ludgate Garden 
Restaurant, which opened last 
Thursday on the nbed site on 
Ludgate Hill, just off the end of 
Fleet Street 
Maltby is the ret 
escapes from 
is he can But 
was no lack of pr 
opening of the re 


ring type, and 
terviews as quickly 
all this there 
city about the 
‘aurant, which 
is going to serve food to Fleet 
Streeters and others in the open 
air, Continental fashion. Before 
dozen 
cameras and a clutch of movie 
men, Frances Day slipped off 
nylons and shoes and stepped into 
a pool with Gordon Pilbrow, 
Maltby'’s co-director, and 
launched” a couple of goldfish 
into Ht, thus declaring the restaur 


ant open 
x * 


t to the dollar 


ua score of newsmen, a 


A RECENT recru 
sales force is Haze! Rogers, for 
merly assistant editor of the 
Queen and now sales promotion 
and publicity man with Hunt 
& Winterbotham Ltd. the West 
of England clot! inufacturers 
Surrounded by delectable suit 


lengths, cashmere twin sets (ex 


wr 


At the British Institute of Man- 

agement Spring Conference at 

Cliftonville—J. G. P. Hunt and 

Miss G. C. Thomas, of Samson 
Clark & Co., Ltd 


port only), and the like in the 
company’s Bond Street branch, 
Hazel is at present engaged in an 
all-out assault on the trans- 
atlantic airlines to persuade them 
to exhibit her company’s promo- 
tion material Judging by the 
variety of American accents I 
heard when | visited her at the 
shop; her campaign is producing 
some quick and profitable results. 

In private life Miss Rogers is 
Mrs. E. E. Munton, wife of a 
Covent Garden food importer 
While with the Queen she was 
often called upon to combine her 
editorial duties with modelling 
new clothes, for hers is the sort 
of figure that looks as good oa 
a fashion photograph as in real 
life. 

Born and brought up in the 
country, Hazel used to be a 
skilled horsewoman, but nowadays 
finds little time for riding. 


a 


ONE OF the neatest pieces of 
publicity material I have seen for 
a long time has been sent to me 
by Gilbert A. Holliday, of 
Holliday & Edwards, the Man- 
chester Press agents. It looks just 
like the galley-proof of a news 
Story purporting to be an inter- 
view with Holliday himself 
“Good Industrial News Wasted,” 
“*Valuable publicity lying dor- 
mant’ declares Press agent” are 
the headings 

In the course of the 
view,” Holliday that 
editors regularly receive 
quantities of “industrial informa- 
tion” that, for want of the few 
words that would make it usable, 
is “spiked.” How true! This 
publicity effort will, I have no 
doubt, get a more appreciative 
reception from the industrialists 
and advertising agents to whom 
it is being sent 


WEEKS WISECRACK 


a~ 


“inter 
news 
large 


Says 


“Straight as a die, old 
Carruthers! He still 
charges the old taxi fares 
every time he makes a 
journey by bus.” 
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ADVERTISING SERVICES & SUPPLIES 


Li PHOTOGRAPHERS x | 


(SHEFFIELD) LTD. 
PHOTOGRAPHY FOR INDUSTRY 


MION ROAD SHEFFIELD © PHONE 52696 


IMustrative Photography 
Architectural and Scenic, Furniture and 
Works of Art, and general com- 
mercial work for record purposes 
KENNETH COLLIER 
26 & Wa Waterloo St., Hove 2, Sussex 
Hove 36976 


| PROCESS SUPPLIES | 


| MARKET RESEARCH j 


MARKET RESEARCH 
Individual Surveys 
Prepared by 


WALTER WYNN & COMPANY 
40 ST. PETERSGATE, STOCKPORT, CHES. 


Press Illustrations 
ILLUSTRATIVE PHOTOGRAPHY 
IN ALL PORMS 
Members inst. Brit. Photrs 


93 POWDER MILL LANE, TWICKENHAM 
MIDDLESEX Fel 3083 


MAACO 


ROBERT P. HYMERS LTD. 
ARTISTS & PHOTOGRAPHERS 


Phone MAYfair 6768/9-—EUSton 3278/9 
MATTACOL, PICCY, LONDON 


PREM 


W. A. FORTENS, A.R.P.S. 
COMMERCIAL & INDUSTRIAL 
PHOTOGRAPHER 
STUDIO HOUSE, FARFIELD 
KLDDERMINSTER Kidderminster 3042 
DISTANCE NO OBJECT 


Groms 


SPP OPOPL OL OOOO PELOOPPEPEOLEE 


A.C.K. WARE 
(PHOTOGRAPHS) LTO 
Photographers to 


leading advertiser 
and industrialists, m COLOUR and 
BLACK AND WHITE MIT 085 

§ Pomeroy House, Basinghall St, London. EC ry 


ee ee 


POLOOPOPPOOOPOLLE EA 


STUDIO LISA LTD 


COMMERCIAL 
PHOTOGRAPHERS 
THE LARGEST LIBRARY OF STOCK 
ADVERTISING PICTURES 
30 FLEET STREET, E.C.4 CEN 7640 


morland 
BRAITHWAITE Ltd. 


A COUNTRY-WIDE PHOTOGRAPHIC 
SERVICE. industrial Commercial 
Colour Filene Aerial 

Architecture 
97S STRATFORD ROAD, BIRMINGHAM. 18 
Telephone No Springfield 227! 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Smoll sample supplied on request. 


THE S.D. SYNDICATE LTD. 
4-6 EARL ST., FINSBURY, LONDON, £.C.2 


Telephones | Telegrams : 
BISHOPSGATE . ESSDEECOP, 


6811 6812 wn FIMSQUARE, 
7001 LONDON 


PROCESS ENGRAVERS 


SCOTTISH STUDIOS & ENGRAVERS 
& complete service for 


ats 
YOR. GLA 


City 6961-2-3 


SUN ENGRAVING Co. Ltd 


Special equipped to deal with large 
ress Campaigns throughout. 
ENGRAVING ° 
ADSETTING 
STEREOS 7 
ELECTROS . 
"Phone: TEM 825! 


By 
NEWS BLOCK SERVICE 


(y tls Cocker 


Rewirn 


HENRY ST ROTHERHAM 


(__PuBLisHERs 


__SiGNw RITING } 


SIGNWRITING & MAKING 
Signwriting Signs Manufactured 
Pictorial Work . Showcards 
Silkscreening Printing 

All enquiries to 
Be hry SIGNS 
ington Publicity Ltd.) 
vote oa Rd., London, S.WS 


| DISPLAYS EXHIBITIONS } 


FOR DISPLAYS, EXHIBITION STANDS, 
SIGNS, BULLETIN BOARDS, 
designed, constructed, instailed, by 
experienced Organisation with 
mame for high-<lass production 

Consult 

— DISPLAY PRODUCTIONS 

PARK 865234 


EXCISE THE EXES FROM 
EXHIBITIONING AND 
WINDOW DISPLAY 


20 years of experience ir making and 
building stands and window display units 


DISPLAD LTO 


is 
Telephone : Blackfriars 0886 


ADVERTISING NOVELTIES 


Pensrict So 


PRESTIGE ADVERTISING 
Callard House, 74. REGENT STREET. WI 
Telephone MEGent 352! 287 Prestod (onde> 


CHORLEY & LEYLAND 
LANCASHIRE 


Advertise in the Weekly Newpaper that 
cireulates in over 80% of the homes in 
this prosperous locality 


The 
CHORLEY GUARDIAN 
and 
LEYLAND ADVERTISER 
ABC 17,06! Dec. "49 
34 MARKET STREET, CHORLEY 
30/32 FLEET STREET, E.C.4 
CHORLEY 2705 LONDON CEN 2786 
GENERAL PRINTERS & PUBLISHERS 


WE SERVE 


ADVERTISERS 


WITH 


INSCRIBED ARTICLES 


RANGING FROM 
CHEAP GIVE-AWAYS 
TO 


ENDURING GIFTS 
FOR EXECUTIVES. 


ADVERTISING NOVELTIES LTD 
NATIONAL AD-PENCILS 
18/21 CHARTERHOUSE SQ, LONDON, EC! 

7110 


clephone CLE 


June 8, 1950 


Periodical Sales In 
Ireland 


Replying to a question in the 
Dail (Parliament) in Dublin re 
cently, the Farliamentary Secre- 
tary to the Minister for Industry 
and Commerce (Mr. Liam Cos 
grave) said that it appeared io 
him that the Periodical Propric- 
tors’ Association, of London, 
would not supply magazines and 
other periodicals to any persor 
in Ireland who was not a member 
of the Irish Retail Newsagents’ 
and Stationers’ Association. He 
had been informed that the Irish 
Association would not admit to 
membership any new entrant to 
the business of newsagency, or 
retailer of magazines and othe; 
periodicals. 

He had no power to compel the 
Irish Association to admit any 
particular applicants for member 
ship, and similarly he had no 
power to interfere with the choice 
of customers by the Periodical 
Proprietors’ Association. 


PRODUCTION 
QUIZ 


(SEE PAGE 464) 


The Answers 


1. A piece of type, the capital 
“A” which would be the first letter 
a compositor would pick up to set 
the word Advertising. 

2. (a) Tone, (b) Repeat, (c) Day, 
(d) Tertiary. 

3. The basic principles of litho- 
graphy were discovered by Alois 
Senefelder in 1796. Senefelder was 
a law student, but his studies were 
curtailed as a result of the untimely 
death of his father. He had a liking 
for music and stumbled upon the 
basic principles of lithography 
when experimenting with methods 
of reproducing copies of music he 
had written. 

4. 5S-line. Average quality 
newsprint. 
Super~<alendered. 
Medium quality 
coated: paper. 

High grade coated 
paper. 

5. Water. In lithographic print- 
ing the paper absorbs a certain 
amount of dampness. It is im- 
portant that the “grain” of the 
| paper runs the long way of the 
| sheet, thus minimising one of the 
causes of bad register. 

6. Bertha Goudy, wife of 
| Frederick Goudy, the famous 

American type designer, was most 
proficient as a compositor and 
printer. She also assisted her 
|} husband in punch-cutting for the 
| making of type. 

7. The silk-screen process, in 
which the use of a “squeegee” is 
one of the means employed to 
force the colour through the screen. 

8. 1712 

9. Photogravure, in which the 
variations in tone are governed by 
the amount of ink carried in each 
cell, the latter being controlled by 
depth of etching. 


100-line. 
133-line. 


150-line. 
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’ ADVERTISER'S WEEKLY 


re 1 ae ERTISING SERVICES & SUPPLIES 
First Bookstall Sale | [SILK SCRBEN PRINTING } _[ SILK SCREEN MATERIALS } [| __ SHOWCARDS i 


The June/July issue of Future 
is the first to be printed in Great 
Britain and to be on sale at the 
bookstalls. Size is 82 pages plus 
covers and there are about 24 
pages of advertisements. Editorial 
content is varied, attractively pre 
sented, and well up to Future 
standard. An article on “Colour 
in Packaging” by F. H. K 
Henrion 1s illustrated with six 
colour pages relating colour ap- 
peal to sales success. “What Do 
Workers Think?” based on a 
survey made for the magazine by 
Social Surveys Ltd., throws light 
on a problem of concern to all 
who are interested in works re- 
lations, or in the bigger question 
of projecting the merits of private 
enterprise to the public 

Advertising for Asvil, monthly 
with a religious background, is 
appearing in the Manchester 
Guardian, the Yorkshire Evening 
Post and the Liverpool Daily 
Post This campaign, which 1s 
placed direct, may be extended. 


The June number of Aeroaau- 
tics contains a special survey of 
the commercial possibilities of the 
de Havilland Comet, which is an 
expert analysis of the world’s 
first turbojet airliner. This 120- 
page issue has 65 advertisement 
pages, including ten in colour. 

June Mechanical Handling is a 
special number devoted to the 
Mechanica! Handling Exhibition 
and Convention (now at Olympia) 


which was organised by this 
journal with the backing of Asso 
ciated Iliffe Press. With 268 | 


pages, of which 208 are advertise- 
ments, this is the largest issue of 
this journal yet published. 


June 3 issue of the Overseas 
Mail carries a 24-page Hong 
Kong supplement containing 
articles by leading authorities on 
that area, generously illustrated 
by photographs and maps and 
supported by advertisements, 
mainly from merchant houses 


Copies of the Hardware Trade 
Journal containing a full report 
of the annual conference of the 
National Federation of Iron 
mongers at Harrogate were flown 
from London to Harrogate on 


May 25, and were distributed to 
delegates with their morning 
papers. The issue was a record 


conference one of 2 

Publication of Broadsider, a 
weekly speedway magazine 
which was recently changed from 
magazine to newspaper format 
and reduced from sixpence +o 
fourpence, has been temporarily 
suspended. When it re-appears it 
will revert to sixpenny magazine 
style 


252 pages 


Display Artists 
Silk Screen Printers 


Utne --esumnsttlil 
ADVANCE 
PUBLICITY 
LIMITED 
YPMMMNANprnnasaee-—-oounemmn NREL 
149 WARDOUR STREET 


LONDON, W 
GERRARD 8236 


SILK SCREEN 
PRINTING 
Advertising Mirrors 
Showcards - Posters 
Displays & Exhibition 
Stand Construction 


MIDDLETON & MELLOR 
38 Bridgewater Street 
Deansgate, Manchester 3 

BlAckfriars 315 


ASSOCIATED 
ARTCRAFTS Ltd. 


PLEMDER PLACE, CAMDEN TOWN, N.W.! 
EUSton 1416-7 


EXHIBITION | 


DISPLAYS > 
INTERCHANGEABLE 
METAL LETTER SIGNS 


SILK SCREEN 
PROCESS PRINTING 


MODERN ARTS 


SILK SCREEN SERVICE 
SHOWCARDS, POSTERS 
ADVERTISING MIRRORS 
COUNTER DISPLAYS Etc 

Phone BAL 2900 
MODERN ARTS 
120 Trevelyan Road, Tooting, $.W.17 


YOU want the 


PERFECT 


SILK SCREEN 


worrow ny 


eoute™ 


pont 


| * BLOCKS & DIES j\- | 


Silk Bolting Cloth, 
Cotton Organdie 
etc., for Screen 
Process Printing 


GEORGE HALL 
(Stockport) Ltd 


High Lane, Nr. Stockport 
Phone: Disley st 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Disphays, etc 
Any Shape, Size or Quan- 
tity at the most reascnable 
cost and with the utmost 
speed. Write or phone 

E. CHRISTIAN & CO. LTD. 

10a De Beauvoir Square, N.! 

Clissold 46) 


| GENERAL PRINTERS } 


your problem 
IS OUR BUSINESS! 


We have the plant, crafts- 
men and enthusiasm for 
high-class trade printing 
Why not talk over your 
print problem with us? 


F.W.WHITE& CO 
Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALOS RD. WC! WHOL 9431 


| \qur-our LETTERS « SIGNS} 


J. HOWARD & SONS 
Printers and Stationers 
Letterpress Printing, All Sizes Enveiopes 
[Strawboard & Twin Pack Envelopes 
We can supply you with all your office 
requisites of House stationery 
8 Queen Anne Avenue, Bromiley, Kent 
Ravensbourne 67546 


if its a question 
of quality .... 
call RELiance 3173 


Machining 
61" x 41° 


LEONARD RIPLEY 


AND COMPANY LIMITED 

Offset-Litho and Letterpress Printers 

KENMINGTON LANE, VAUXHALL, S.£.11 
Telephone : RELionce 3/73-4 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLEAKLEY’S 


dominates 
BOLTON 
(Greenhalgh a my Trinity Se. 


COMME RIAL ARTISTS 4 


Good art work 
quick service 
fair prices ... 
RETOUCHING - LINE 
LETTERING - LAYOUT 
DESIGN - PACKAGING 
SCRAPERBOARD 
TECHNICAL DRAWING 
INDUSTRIAL DESIGN 
Try 
SELLAR’S § SERVICE 


S., Ww 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze [cutters 
for cutouts. Cutter crush dies for 
showcards etc Steel dies for metal 
NOS8BS & AYCKBOUAN 
14 CLERKENWELL GREEN, £.C1 
Est. 38 years 


Ge 4 


FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburn Crescent 
Leeds, 7 


(Continued on page 491) 
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Making Good Impressions 
THE WAYFARER PRESS 


14 HIGH STREET, WINCANTON, SOMERSET 


is fully equipped to give you prompt, efficient 
service and sure satisfaction at economical prices. 

Our aim is to make ‘good impressions’ and 
we are ready to advise on your printing problems 


Ask for our representative to call—Phone Wincanton 230! 
LONDON SERVICE at COUNTRY RATES 


Ghee Merthyr Express 


and 


Pontypridd Obserter 


Series 


CERTIFIED 
NET SALES 
EXCEED ' 


f WEEKLIES CIRCULATING 
tN THE INDUSTRIAL 
VALLEYS OF WALES 


DISPLAYS 
EXHIBITIONS STANDS 


z MERCURY 


: DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA-S.W.1. TEL. VIC 0912-3 


SILK SCREEN ARTS LT 


97 SHIRLEY ROAD CROYDON 


A IMEBE $14 7-86 
iT GRADI bY 
uaa SMARS EXHIBITION STANDS AND 
0 


' DISPLAYS OF QUALITY 
THERE 1S NO SUBSTITUTE for EXPERIENCE oa , , 
rr. ROBINSON 


STUDIOS, LIMITED 
172a Plough Rd., Battersea, S.W.1! 
Tel. Nos, Battersea 5300 & 4886 


EXHIBITION 
STANDS 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


REGINA STUDIOS (SIGNS A DISPLAYS) LTD 
27, BOFTON ROAD. HANWELL WE? 
ielieted 


DISPLAYS 


ona ened 


THORNTONS (BIRMINGHAM) 
COMMON LANE, KENILWORTH 
Phone > Birminghan iS 


L.G.B. 


~ ROTAPRINT & MULTILITH USERS 
= % a course We offer you a speedy Photo-Litho service 


that is second to none C 
your asset 


r speed is 


For QUALITY and RELIABILITY 
‘Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 


3 Academy Buildings, Fanshaw Street, N.! 


COLOUR RETOUCHING 
by expert craftame 


The Autotype Co. Led. Brownlow Rd 
u 3 "Phone : EALing 169! 


June 8, 1950 


MEDIA SPACE RECORD 
ending Sunday, June 4 


For week 


London length SPACE IN COLUMN INCHES 
Mornings & fs ams 


Evenings inches 


Display Classified Financial TOTALS 
Daily Express 42 22 = 13 1,918 a4 42 
Daily Herald 6 i9 x tt 1.396 $3 eo] 
Daily Mail 42 2s ih 1,90 112 65 
Daily Mirror 72 13)* I) 1404 223 13 
Daily Telegraph sO 2x 2 Sl 1, 787% 423) 
News Chronicle 42 22 x= if 1,587 3534 7 
The T . 64 225 = 2 1,096 2,150 956 
Evening News 00 2 1 1,208 1,004 is 
Evening Standard 6 15x 1 1,524 64N 24 
Star 80 iSp=x if 1,286 477 15 


Sunday Papers 


News of the World 


Observer 10 
People 10 461 461 
Reynokis News 10 461 9 470 
Supday Chronicle 10 579 Bry Ite sua 
Sunday Dispatch 10 4y5 27 2 S34 
ay Empire News 10 581 3 Sasa 
Sun ay Eapress 10 454 “4 18 4865 
Sunday Mail 20 Sit 4 514 
Sunday Mercury 2 442 41 - 483 
Sunday Pictonal » 456 17 513 
Sunday >uo 10 6% « 638 
Sunday Times ! as bs] 61 $41 
Western Independent 16 635 92 727 


Provincial Mornings 


Aberdeen Press & Jnl oa) 22 x 1 | 875 1,177 2,052 
Birmingham Gazette ‘ 22 x if | 783 916 1% 1,829 
Birmingham Post 4 24h« 2 g90 1,369 202 2,961 
Glasgow Daily Kecord i5 x 1} 1,062 631 - 1,693 
Manchester D. Dis 4 22x 700 46 is 1,064 
Manchester Guardian §2 23 2b 587 1,78 427 2.801 
Newcastle Journal & 

North Mail w 22 i Bi NUS 60 1,779 
Shefheid Telegraph in 22 lé S37 985 71 1,893 
Western Daily Press 4 255 2 743 2.251 54 3,048 

. . . . 

Provincial Evenings 

Aberdeen E. Express 6) is =x 1 1,27 780 2,052 
Belfast Telegraph 4 2x 2 $4,239 1,938 16 5,193 
Birmingham E. Des 4 22 ti 1,306 1,761 415 
Birmingham Mail 42 244x 2 1,038 2,636 3,674 
oiton Evening News 1s 22 i a 1.626 » $2 
Bradford Tel. & Argus s 22 «x 1 1,054 1,508 2,561 
Coventry E. Telegraph 2 15g* 1 1,863 1,153 3,016 
Eastern Evening News 8 is x 2 1,395 638 2,033 
Edinburgh E. News 22 i 1,128) 2484 3.6124 
Glasgow E. Citizen Wwe 2*xi 4 1,24 2,168 
Glasgow Evening News 72 156 x I; 1,244 70 1.9% 
Manchester E. Chron 68 is x 1 725 2,003 2,728 
Manchester E. News 2 6x il W8e 2,529 3,485 
Middlesbrough E. Gaz | is x 1 1,470 "7 246 
Newcastle E. Chron t 5 x 1 1,354 1,821 2,875 
Northern D. Telegraph 72 iSgx 1 1,075 1,285 ie 
Shefbeid Star 6 sx! 1,373 1,373 746 
W. Lancs. E. Gazette 84 16 x Ih 2,241 1,569 3810 
Yorksbire E. Press 36 22g« 1% L410 Su 2,303 


it must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

In many instances classifieds are still published in “A” and “B” 
copies. Figures given here and on the opposite page represent space 
occupied in one copy 


r 
“For Greater London & Surrey tempdiann® | 


Croydon 
Times 


SERIES 
Tel. Croydon 3434 


Ss HIGH ST., CROYDON 
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June 8, 1950 


MEDIA SPACE RECORD 6 oinued) 


SPACE IN COLUMN INCHES 
‘ 2 Cima = ——__ —-— —__- = —— 
Provincial — Chasclad 
Weeklies ans tmclademe Auctions 
Pages wel Duspley Bertas, Pwd ite TOTALS 
(omches) Marriages, Notwes, 
Femanceal 
Accrington Observer 
& Times - 21x 1 OY 242 326 1,17 
Bedfordshire Times s 2igx 1 2x8 4 i758 es! 
Berrow's Worcester 

Journa! 10 2 x if 580 272 246 
Birkenhead News 1 

Group 22 1-16 =x 2 1,082 194 lw 
Blackpool Gazette & 

Herald 20 16 = 1) 2 160) 310 972 
Bournemouth Times 8 22 = if 650 6a 183 séu 
Brighton & Hove Gaz 20 18 x 13 wow 174 17 Ne 
Bocks Free Press , 0 2x iA sia 418 iss 1,19 
Chester Chronicle 10 2*2 424 245 sl 1,01 
Cumberland News . 24 I 
Dartington & Stockton 

Times 10 22 x 18 374 278 4085 1,0604 
Dudley Heraid 8 _ 452 185 270 ay 
Eastbourne Gazette 16 14x 15 852 156 53 Sei 
Essex Chronicle 16 16x if 44 292 "4 “is 
Evesham Journal & 

Four Shires Advtr, 10 22)= 2 S25 225 5 1 5 
Harrogate Advertiser 10 «©-20j or 23x2 717 Tee 9 1,212 
Hastings Observer 21a* 12 
Herts Advertiser 10 582 491 ; 1,285 
Hertfordshire Mercury 8 ax? Sen 258 1s a4 
L. of W. County Press 10 2x 2 432 $20 BS 940 
Kent & Sussex Courier 10 2x it 467 ie4 238 vay 
Kent Messenger 10 M4? tad pony 11159 
Kentish Express 8 2x! 349 320 240 or) 
Kentish Times 10 24% 1 710 2 1s 17m 
Luton News & Bed 

fordshire Advertiser 10 24 =x «16 ais 446 183 1,447 
Manchester City News - 17 x 1 
Middlesex Chronicle 

Senes 10 22 = 1g saa Dotal 77 238 
Prescot & District 

Keporter 8 2x2 489 ae a4 SS3E 
Rochdale Observer . 12 24 = 2 465 494 $10 1, 2089 
Rugby Advertiser 10 740 181 292 1,213 
Salisbury & Winchester 

Journal 
Somerset County Gaz.) 10 “x If 941 217 277 1,435 
Southport Visiter 2x2 - _ 
South Yorkshire & | 

Rotherham Advtr |} 10 | 22« 19 647 is2 112 5 
South Yorkshire Ti , 

senes : ood 20 | 16g*« 1 823 2195 1384 1, 1818 
Stourbridge Cry. Exp. — | @xI 
St. Helens Keporter ..| (2 | 2x2 4094 Ot 1198 SS94 
Surrey Comet --| 10 ax 1 797 70 173 $4 
Sussex Express oak 2iax 1 . 

Waisall Observer oe 8 | 23a« 2 27 4! ais 1,112 
Warrington Guardian | 10 2ig* 1 577 272 285 1.134 
Wellington Journal 10 21g 2 wo 44) ane 1,014 


West Herts & Watiord 
ver 


INDIAN PLEADS FOR BRITISH ADVERTIS 


Despite the fact that the be 
Indian Government § has _re- 
imposed controls on imports, — - 
British goods are in great demand M 

in india and British manufac- LP.R. Appointments 
turers would be wel] advised to Mr Broad, Press 
continue Press advertising there Association of 


patient with the 


and 
not despair of the Indian market 


present 


Raymond 
officer to the 


This is the view of Mr. M. N Municipal Corporations and 
Cama, chairman and managing editor of The Municipal Journal, 
director, Bombay Chronicle and has been clected to the Local 


Bombay Sentinel 
the Indian 


and leader of 


Government group executive 
delegation to the 


committee of the Institute of Pub 


seventh Imperial Press Confer lic Relations in place of the late 
ence Miss Joan Kitching, P.R.O 
Mr. Cama is convinced that, as Tottenham Borough Council 
soon as the question of foreign Mr. R. A. Paget-Cooke, Euan 
exchange is settled, the Govern Gilchrist and Associates, has been 
ment of India will revert to the appointed hon. programme direc 
open general licence system tor 
‘Some British manufacturers Cuemena sae. 
have thought it advisable to start [he responsibility of the Press 


manufacturing goods in India 
To them, and even to those who possibly great 
are contemplating doigg so, | other time in its history 
Keep the names of E. J. Harrison 


in disseminating information wa 
now than at any 
said Mr 
Resident Minister 


should say 


your preparations before the in London for the Common- 
Indian public, through the most wealth Government of Australia 
tried and reliable medium. namely it a luncheon of the London 
Press advertising’. British manu Association of British Empire 
facturers should realise that the Newspapers Overseas at Frascati's. 


future is theirs if only they will 


last week. 
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Just out ! 
+ 


Advertisement 
Production 


For Newspapers and 
Periodicals 


By COURTNEY 0D. FARMER. This 
practical guide 


takes the reader 
through the various stages of the 
Preparation and production of ad 
vertusements its scope inctudes 
tanning, design, copywriting, typo- 
ftraphy and illustration technique 
as well as advertusement analyses 
and the internal management of an 


agenc lt will do much to enable 
é y 


AAANOE 


the beginner in advertising to grasp 
and apply the main princ ples of suc- 
cessful advertisements, and prowde 
many experienced 

readers with useful 42 . 


new tines of 


FOR OLL COLOURS 
WATER COLOURS 
POSTER COLOURS 


thought Hlustrated 


Pitman 


PARKER ST KINGSWAY 


GEORGE ROWNEY & CO LTD 


10 PRACY STREET 


LONDON * WI 


Double Value for your 


Posters on our generously 
Trellised Sites. 
HARROW BILLPOSTING COMPANY. 


H. E. ORME LTD. 


ADVERTISING 
Gift Book lets thet ore appreciated 
LADDERSTOP Marthe: for Silk 

Stockings 
SPECTACLE CLEAHERS ‘See for 
yourself 


VASE FLOWERS Marches for 
rewrvim 

STYPTIC Marches for minor cuts 

MOSQUITO-BITE Matches 

MOTH MATCHES One match per 


pocket 
SOAP LEAVES A cravelling standby 
Ecc. ete 
Each Booklet printed to carry 
your Publicity into the HOME 
H. O. MEYER 
25/27 Sefton Road, Walton 
LIVERPOOL 9. Tel. Aintree (957 
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ADVERTISER'S WEEKLY 


[HAT Desmond B. O' Kennedy, 
who has been sick for some 
weeks, has now returned to his 
desk at O’Kennedy-Brindley Ltd, 
Dublin 

* * * 
THAT Edward Stuart, centr! 
publicity manager of Lewis's Ltd., 
Liverpool, has been appointed 
chairman of the North West 
region of the British Display 
Association 

. * * 
THAT the questionnaires in the 
first market survey carried out 
by Betro for a client who ar 
ranged the service through Export 
Credits Guarantee Department 
have been received, and the infor 
mation is now being analysed 
The product is shoes, and the 
market area is Florida 

, » 

THAT Dr. Lioyd, “Jim” Stani- 
land and Keith Brierley, of the 
Nielsen organisation been 
spending a lot of their time lately 
in Holland. Is this so that they 
can stock up with good cigars, or 
could it be that Nielsen's ambi 
tions are not satisfied by the 
marketing research organisations 
they have successfully established 
in U.S.A., Canada, the United 
Kingdom and Australia? 


have 


THAT efforts are being made in 
Scotland to form a branch of the 
Incorporated Advertising Mans- 
gers’ Association and that a 
luncheon meeting wil] be held in 
Glasgow shortly 
* * * 
THAT W. C. Strachan, Press 
officer, Publicity Club of Leeds, 
praises, in the Club’s annual 
report, coverage of its activities 
by the trade journals. He pays 
a Special tribute to the “enter- 
prise” of ADVERTISER'S WEBPKLY. 
* 


THAT Jeanne Flower, advertise 
ment manager of The Guild 
Gardener, has just returned from 
a tour of the tulip fields of Hol- 
land. And 
* * * 
THAT while there she received 
the rare distinction of having a 
Darwin tulip named after her 
* 7 * 


THAT Jacqueline Craiggy, for- 
merly personal assistant to Alfred 
Bastien, managing editor of 
Bastien Bros. Lid., and at present 
with Thomas Skinner & Co. (Pub- 
lishers) Ltd. was married at 
Prittlewell on Saturday to Frank 
Hamilton Cox. Among the guests 
were Mr. and Mrs. Alfred 
Bastien. 


THE PROOF of the MEDIUM 
is in the PULLING 


—and concrete proof is available 


that results 


come from Right 


Readership which is also Regular 
Readership. Ask for this proof. 


“lady 


SELLS ANYTHING GOOD APPROPRIATE 
TO ITS READERSHIP 


BUY SPACE 


FACTS 


A.B.C. July-Dec, 70,160. 
17/- Per Page Per 1,000 
100°, Women Readers. 
County Breakdown 
90°, Copies Delivered 
by The Newsagent. 


H. StGeorge Ogden, Advertisement Manager 


39.40 Bedford Street, Strand, W.C.2. 


Temple Bar 8705 


June 8, 1950 


(Photo by George Spearman, Windsor 


Armstronge-Warden Ltd. held their annual outing on the Saturday 


hefore Whitsun 


when a party of 80 went by river from Windsor to 


Mariow. 


THAT Col. A. N, C. Varley, 
whose injury in a car accident 
was reported last weck, is in the 
London Clinic, and will be there 
for some weeks His condition 
has improved 
* * * 
THAT Eric Darby, cidest son of 
A. Darby, proprietor of A. 
Darby's Advertising Service, the 
School Government Publishing 
Co. Ltd. and the Cobham 
Trading Co was married to 
Margaret Rumsey, at St. Mary’s, 
Bromley, Kent, on * Saturday 
Harold Thornberry, of the Daily 
Graphic advertisement depart- 
ment, was best man 
* * * 
THAT the British Association of 
Industrial Editors is shortly to 
issue a gazetteer of house maga- 
zines. 
* * * 
THAT Arthur M. Campbell, on 
the studio staff of Stowe & 
Bowden Ltd., has id one of his 
pictures (“Red Mil!. Whitehouse”) 
to the Belfast Corporation An 
Committee for their permanent 
collection 
* * - 
THAT the world’s first ticket 
holding passenger on a helicopter 
air line is industrial journalist 
Gavin Starey of Industrial Liaison 
Ltd., who on Friday made the first 
i paying passenger on 
experimental service 
between Liverpool and Cardiff 
. ‘ » 
THAT Nigel Ellis, of F. C 
Pritchard, Wood & Partners Ltd., 
recently conducted a group of 
four journalists i ten-day visit 
to continental holiday centres, at 
the invitation of the Polytechnic 
Touring Association 
* « 
result of an idea 
the idvertising 
‘d Pemberton Ltd.., 
Bruce Angrave designed the play- 
ing cards on the new Watney and 
Reid posters, Watney’s “King of 
Ales ind Reid's “Queen of 
Stouts.” 
* * 
THAT immediately the abolition 
of petrol rat 
nounced Kerry 
Ltd.. distributors « 
ment and sp circulated t 
10,000 garages a letter detailing 
items which would be in demand 
after ten years of rationing 


f motor equip 


THAT W. H. T. (“Bill”) Tayleur, 
who was hurt in a car accident 
in January, but who has been 
back at work and very active for 
the past three months, has dis- 
covered that he has been about 
all this time with a broken back! 
But the injury is already healing, 
and he does not expect to be out 
of action again. And 
* * * 

THAT Tayleur, whose last at- 
tempt to reintroduce sky-writing 
was defeated by petrol rationing, 
intends to try again now that 
rationing is discontinued. He has 


already signed-up what he says 
1s the only aircraft in this country 
equipped for the purpose. 

* * * 


THAT the Fleet Street Players 
are holding a session of summer 
play readings prior to choosing 
and casting a play for their 
autumn production at the For- 
tune theatre on November 21 
and 22. And 

* . * 
THAT those interested 
contact Mrs. G. 
Temple Bar 2424, 
particulars. 

* 


should 
Partington 
for further 


* * 
THAT E. Luscott-Evans, vice- 
president, Birmingham Publicity 
Association, and his wife cele 
brated their silver wedding an- 
niversary on Thursday last week. 
* * * 
THAT the wife of Jeffery H. €. 
Penn, who is a director of Wm 
Penn Ltd., the mail order house, 
gave birth to a son on May 28 


ADVERTISING 
DIARY 


Friday, June 9%. 
LiveRPoot AND 
LICTTY ASSOCTATION 
editor Bootle 
i pm 
Tuesday, June 13. 
‘ ADVERTISING CLUB OF 
Annual meeting, Troca- 
wpm 
ALpwycn Ciup fbuncheon The 
Hon. Lord Lyle. of West- 


. Jame 14. 
~ Pustic RELATIONS 
Hubert Craddock on 
Advertising in Public Rela 
Planning Centre King 
Covent Garden, W 2 


Desraict Pus- 
Wynne Jones, 
Times Reece's 


Poster ADVERTISING 
conference opens at 
Scarborough 
Tuesday, June 20. 
Pusticrry Civus oF Lowpon 
luncheon to Lord Mayor of Lon 
don. Cafe Royal, 12.45 p. 
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THE 


SCOTSMAN 


provides the answer to the question 

of effective country-wide coverage 

of Scotland's diversified markets 

for campaigns directed to the 
upper income levels 


SCOTLAND'S NATIONAL NEWSPAPER | 
North Bridge, Edinburgh 63 Fleet St, E.C.4 
| 
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ADVERTISER'S WEEKLY 


Advertising 
Manager 


* 


Q™ of the best advertising men in England 

required as Advertising Manager by large 
manufacturer and distributor of nationally 
advertised products. Only men with good pre- 
vious experience as Advertising Manager or 
Account Executive in Advertising Agency will be 
considered. Please write in confidence stating 


education and experience to 


BOX 1116 
ADVERTISER'S WEEKLY, 180 FLEET ST., LONDON, E.C.4 


NOW is the 
time to book 


Your Space in— 


— the only comprehensive 
Trade Directory of its kind 
published in this country 


— published by the proprietors of 
THE FURNISHING WORLD 
Fars full details of this most effective long-term 
dvertisement medium, send or phone for illus- 


trated descriptive folder to-day. Sent on request, 
from the Advertisement Director 


FURNISHING TRADE 

ENCYCLOPEDIA 

180 FLEET STREET’ LONDON E.C4 
Telephone CHAncery 8844 (/5 lines 
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ADVERTISER'S WEEKLY 


M, TOTHELL ST., 


BRITAIN’S KEY 
INDUSTRIES 


The industries itadicated by the 
journal, published from this Office are 
distinctive through the key povitions 
they occupy tp the life and well-being 
of the country 
The Railway Gazette 
A journal of Railway Manaaement 
Engineering, Operation and Railway 
News Single copies Is. 6d 
Prepaid Annual Subscription £3) 10s 
oe er Raitway Traction 
monthly review of world-wide 
. c opments diese! - engine 
dewen and railway traction 
*peTation 
Prepaid Annual yi lo ads 
a and Shipping Record 
journal of Sh ip siding. Marine 
Ene cering, Docks, Harbours and 
Shipping Single copies Is. 6d 
Prepaid Annual Subscription £1 10s 
Power and Works Eng ncering 
~urnal for Plant Owners 
wks Mansecrs 


The Crown Colonia 
The only journal caclotively covering 
the Colonial Empire ag 4 whole 
circulating monthly throughout 40 
territories and havi 


vlonial trade and 
becription 20s 
Cae Fagineering 
Tt ’ journa for Colliery 
Manaus rr ane t ne neers, and manu 
‘ ' . juipment 
Singtc 
4nnua <ription 4s 


vermisiry 


: urna fe 
re and Building Pra 
Sinale ples Js 
4nnua Subscriptior 45 
journa authoritatively 
n. superbly tlustrated, dealing 
© ef and u*¢ 


repects 
pment 


LONDON, SWI 


CURRENT ADVERTISING 


June 8, 1950 


Lagonda Return To D.T.V. With Aston Martin: 
Tricycle Account To Greenly’s: Waddicor Gets 


Mander Paint 


ACCOUNTS MOVING 


To Dudley Turner & Vincent 
Létd.: Lagonda Ltd. and Aston 
Martin Lid (David Brown 
Tractors Ltd., automobile divi- 
sion). Technical Press and “class 
magazines. The agency handled 
Lagonda from 19% to 1948 

sreenly’s Ltd.: Aberdale 

ycle Co., makers of “Gresham 

Flyer tricycles Campaign 

beginning at the end of the month 

with a half-page in the Daily 

Express, in nationals, provincials 
periodicals and trade Press 

To T. Booth Waddicor & 
Partners Ltd.: Mander Bros. Ltd 
paint manufacturers and indus 
trial finishing specialists. Trade 
and technical Press campaign, re 
styling of literature, and point of 
sales material 

To Haig - McAlister 
Huppert Ltd, fashion house 
Campaign in London eveninus 
may later add national Sundays 

lo Curzon International Ltd; 
Teen-Togs Universal Ltd. Trade 
Press campaign and point-of-sale 
material 


NEW ACCOUNTS 


lo Stuart Advertising Agency 
Ltd.: Army and Navy 
London evenings 

To Sommerville & Milne Ltd., 
Glasgow Arbuckle, Smith & 
Co., Lid., shipping agents, from 
July 1 (dailies and trade journals) 

Thomas Jack & Co. (Agatha) 
Ltd., children’s wear (women’s 
and trade journals) 

lo Curzon International Ltd.: 
Harold J. Rogers & Co. Ltd 
insurance brokers Nationals 
London evenings, and provincials 

To Samson, Clark & Co., Litd.: 
Corot of Bond Street Ltd. Cam 
paign in nationals, London even 
ings and provincials 

’ Partington Advertising Co., 

Ltd.: G. Hopkins & Sons Ltd 
engineering equipment manuf 
turers. Trade and technical Press 

To Willtsmore & Tibbenham 
(Norwich) Ltd.: Johnson's (Engin 
eering) Ltd.. March 
turers of agricultural implements 
(farming Press).—-Phillips & Pipe: 
Ltd clothing manufacture 
(local campaign) 


NEW CAMPAIGNS 


For Ingersoll Ltd. to launch the 

ill-British” Ingersoll Triumph 
watch, in selected national dailies 
and Sundays, starting with a tw 
colour half page in the Daily 
Express Agents: Spottiswoode, 
Dixon & Hunting Ltd. 

For Potter and Moore powder 
cream, featuring a new tint, i 
Daily Mirror People da 
Graphic, Sunday Empire News 
Picture Post, Ilustrated, Every 


manufac 


Stores. 


body's, and selected women's 
journals. Agents: G. Street & Co. 

For Kiwi floor polish, in 
nationals Agents: Masius & 
Fergusson Ltd, 

For Boyd Ltd., radio rental ser 
vice, in London evenings and 
London suburban weeklies 
Agents: Alfred Pemberton Ltd. 

For Maggi'’s seasoning and 
other food products, manufac- 
tured by the Nestlé Co., Ltd., 
trade journals These products 
were widely advertised in 
consumer Press before the war, 
but no such extension planned 

Agents: C. Vernon & Sons 

For Burgess acousti-booth and 
Burgess silencers anufactured 
by Burgess Products Co., Ltd., in 

interest magazines and 
trade Press.-For Burgess vibro 
paint sprayer, in nationals 
Agents: Gee Advertising Ltd. 

For Alligator rainwear, made 
by London Waterproof Co., on 
L.T.E. sites from June. Agents 
Scott-Turner & Associates Ltd. 

For Goblin Teasmade, in 
Christmas annuals and alman 
acks. Agents: Pratt & Co. (Ad- 
vertising) Ltd. 


Army © Navy Stores Start Ads. 


For Joyce 
women's 


(California) Ltd 
shoes, extended ‘o 
national dailies and London 
evenings. Agents: Pictorial Pub- 
licity Co., Ltd. 

For Hoyle’s Prints Ltd., two- 
colour pages in home and over 
seas trade papers.—For Potter's 
Fabrics, in general interest, edu 
cational and specialist magazines 
Agents: Dudley Turner & Vincent 
Ltd, 


EXPORT CAMPAIGN 


For General Electric Co., Ltd., 
G.E.C. radio, electrical appliances 
and plant, general Press advertis 
ing. bus bills, posters and signs 
in Mediterranean countries, East 
and West Africa, West Indies, 
Pacific. Agents: Export Advertis- 
ing Service Ltd. 


Trade Press campaign for the 
“Brumas” soan manufactured by 
F. R. Cullingford Ltd. and dis- 
tributed by Castle Soaps of 
Cambridge Ltd.. was handled by 
the Liverpool office of C. Vernon 
& Sons Ltd., and not by Samson, 
Clark & Co. 


Legal and Gazette 


Judge Approves 
Settlement 


1 think 
very sensibly 
Evans atar 


shing ¢ 
to be due 


payment 


BANKRUPTCY 
PROCEEDINGS 


veden Place 


NOTICE OF INTENDED 
DIVIDEND 


svEN, 71. Brim 

ivertusing sales 

the Receiving 
EMMANUEL 


Bankruptcy 
W.C2 


6. Warwick 
Winding-up 
Order May 


New Compa 


Neon Monograms Lid... 6° 
cree Manufacturers of 
r 4 sens 
nolan { x Tmanent 


ne 


(The abdeove-mentioned particulars of 
new companies recently registered are 
taken from the Daily Register complied 
s dordan and Sons, Ltd, Company 

ion Agents, 116 Chancery Lane, 
Londen, W.C.2.) 


Francis James COLLINS 
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Ra | and dealers : 
| acted Nominal P 
ia rector 
ia Coke and Gas fe . ° ‘ arey FH dire t 
G n ’ a in th th “uN unty vurt 
a \ technical journa ! aling with the a, w he appr { a settlemem be Glow-Ray Developments tid, 0 J 
sien and) =otechnical problems , 
ag in 1 in the production of ke tween the partics ned in another Anaci Factory Colony, N 18 Manufac 
ae and en n ke ovens and gas action arising ’ sdvertising im the turers and dealers in signs, notices, indi Rn 
ae works Single pies 2 Norwich City Foot ‘ b programme cators, fascias, instr m boards display 
“s Prepaid Annual Subscription MMs Godfrey Radio a Televiaion Service fen ‘ N mina apita £1 000 
F Led . Ortora P Someta” cnaee directors Silver, F. E. Davies, I 
“st The tnductrisl Chemist ‘ sued by the Prot P a Levens and M. Levy 
a" m Sparano = ot London, f £44 alleged p for F. W. Sears Léd., 116. Victoria Street 
a3 —— 7 , — tne rcering @ third season's a using in the Foot Swi Advertising and publicity agents 
hes F Rvayee Sones Fs . | ball Club programe ntractors, specialists and nsultants 
4a vepaid Annual Subscription 24s j Judament was ¢ in the terms of a Nomina apita £5 00M Durectors 
ta Building settlement agret ctween the parties KC. Rea, L. Sears. A.C. Ellis 
Be ee providing for the payment to plaintiffs Strong Meakin Advertising Ltd., 4). Si 
pits Ar of £25. which had been paid into court Mary's Gate, Nottingham. Printers. ad 
wr | with no order cine made as t the vertising agents and contractors Nomi 
A Se 2 Prep Mumm oof costs nal capita £5,000 Directors: GN J 
ae Wood | Strom, E Meakin. ¢ N_ Wilkinsor ; 
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Single copies 2s Huco_Jown c+ 
; Prepaid Annual Subscription 24s | Sloane Square, SW 1. lately carrying on 
he r, Food business under the st { Sphinx Pub 
YS hae N rnal devoted to the manufa | lishing ¢ 31, Gerrard Street. Wl, and 
1 oe ture. packing and marketing of pre 6, Marylebone High Street. W.1. pub ; 
+ és ewed foodstuffs. and of th most usher Order of adjudication May 17 —— 
.. ’’ materials for the food industry | 
| Single copies 2 WILLS 
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: ; Me late 
He ae ae an age pl Hill, Finchley, N Times 6.74% 
z Pleews Devel i | Published manager Gescribed Ils. id 
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iG = — ; , . 229. Oxford Street. W sine sales years edit Mcte, left 
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cs The Railway Magarine June 13 to Feeperick Hasowp Lanomatp Mr ALEXANDER) «=6- Harry Maxwett 
ee A popular magazin meagre Buidings sey Street Kirren. for 2° years secretary of John F 
rs iHlustrated articles on Railway« ant Leng & ( Ltd. newspaper porprictors 
Noh L ccomotives Put { monthly — eft €22.437 Ss 2d 
ie Sinele copies 21 . Mra Eowar James prime 
Prepaid Annus Subscription 24s WINDING-1 P ORDER formerly a partner in & Son 
; ee which until recently Coalville 
a Times left £27,829 groes 
a £27,779 3s. 8d net 
ae 4 
a ‘ 
: a — , rs 
es 5 : 
; : ¢ ’ 
2 - . e i on a; Cy ~~ = \ He rt ie "4 oa al 
. — a e - Fae the + 1 a i i . . — a | Ses Re ee ey ee ee 


, June 8, 


Advertising Services & Supplies 


(Continued from page 485) 


| COMMERCIAL ARTISTS } 


1950 


491 


MACHINERY - 
FOOTWEAR - 


FASHION {tt 


‘ / yo 
(lu! 


LAYOUT AND 
IDEAS FOR 
ALL PURPOSES 


TECHNICAL ILLUSTRATION 
Exploded and cut-away perspectives in 
line, tone, etc., for instructional, spare 
parts or advertising purposes 
A Specialist Service for the engineer 
M.T.D. TECHNICAL ART aaa tTD. 
P tt Pear Tree Road, 
ron Phone Derby 46250 Grams rear Derby 


ong 
U*sNeI*T*S 


CAS display units 


gee DISPLAY 


Agents © From any angle 


are the tops. May we quote you for design 


and construction! 


1 CO-OPERATIVE ART SERVICE LTD 
la Doughty Street, W.C.) Het 14115707 


= 
§ % the name 7 


Good Seiwce 


REPRODUCTION 
SERVICES £70. 


ARTISTS 


DESIGNERS - BLOCKMAKERS 


- 
18-20 ST. JOHN ST., 


LONDON, EC! 


tenenwe od 


SPECIALIST SERVICE 


“ IN PERSPECTIVE DRAWINGS AND 
oi ‘LLUSTRATIONS OFFERED TO 
” STUDIOS, AGENCIES & MANU- 
$ FACTURERS 

Subjects covered 


INTERIORS & FURNITURE PERIOD 
“ OR MODERN, STILL LIFE, INDUS- 
3 TRIAL SUBJECTS, DISPLAY ETC 


by experienced 
R. L. TUMELTY 
DA. (MIC), LSIA. A1B.D. 
44 SPRING GARDENS, DIDSBURY 
MANCHESTER 20 Tet. DIDsbury 4613 


Artist-Designer 


endon, ECA, 


2—for W 
Packaging Manu 
ced im creative and 
Crood at lettering and 
knowledge of typo- 


about 
London Printers & 
facturers. Exp 
fimushed art work 
preferably with 


Tt 


erephy Five-day week. State salary 
expected 
Box 1105 Ad. Weekly 180 Pleet St BCs 


ASSISTANT 
ADVERTISING 
MANAGER 


is required by a large firm in the 
Midlands. He must be a good 
all-round practical man with the 
knowledge and ability to super- 
vise the production of an illus- 
trated monthly magazine. He 
should be able to cope with a 
limited amount of artwork, and 
some knowledge of motor-cars 
will be helpful. Write fully in 
confidence, stating production 
experience and salary required 
to 
Box 1104 

Advertiser's Weekly, 180 Fleet Se., £4 


KENDAL MILNE 


ARTIST. 


ae E SEL LING in class magazines, 


London ell connected 
woman to get immediate 
offered generous terms 
Box 1103 Ad. Weekly 180 Fleet St EC4 
& CO., Manchester, 
require young lady with fashion copy 
writing and advertising production 
expermence. Must be keen and able to 
handle press and catalogue fashion 
advertising Excellent prospects 
Apply Women’s Staff Supervisor 


man of 
results 


General all round work als 
silk screen printer required for factory 
in Woolwich arca. Details to 

Box 1115 Ad. Weekly 150 Fleet St BC4 


A VACANCY 


occurs in a Market Research 
Organisation for a person (male 
or female) who is capable of 
interpreting statistical quanti- 
ties in visual form. Applicants 
must have ability in lettering, a 
flair for chart production and 
be able to draw accurately to 
scale. The type of person we 
are seeking is a young man or 
woman with some art training 
who is also interested or likely 
to be interested, in the presen- 
tation of marketing facts and 
figures. Please give details of 
age and experience when apply- 
ing to 
Box Hilt 

Advertiser's Weekly, 180 Fleet St., £.C.4 


ADVE hi: ME NT REPRESENTA- 
rIvE. 


technical and 
: ung man with 
preferably with some 
experience, excellent opportunity 

) Ad. Weekly 150 Fleet St EC4 


shers of 


APPOINTMENTS VACANT 


ARTIST—Male aged 


ACCOUNT 
EXECUTIVE 


Fully recognised. medium sized 
London Agency handling Natrona! and 
Technical accounts, requires an ex 
perienced advertising man a8 account 
executive. The man we require should 
be able to introduce accounts of hu own 
which he could develop a happy 
atmosphere with the co-operation of an 
enthusiastic creative team. He should 
also be capable of securing mew National 
andior worthwhile Technical accounts 
Salary and remuneration commensurate 
with experience and ability 
Our own staff know of this odvertisement 

Write on confidence to 


Box 9559 
Advertiser's Weekly, 180 Fleet S., £04 


FIRST-CLASS ARTIST required 
capable of layout, lettering and re 
touching for printers modern Studio 

| day week. John Osmx ros & Co. Lad. 
Derbyshire House, Phone 


Termunus 3067 = 
LARGE LIVERPOOL INDUSTRIAL 
concern requires assistant t artist 
Applicant chould be cxperienced im 
showcard lettering and lay-out, packet 
j design, construction of small Eooley 
units, and silk screen process State 
qualifications and salary desired 
to Box 2004, Haddon's, Selisbury 
Square, Fleet Street, London, B.C 4 


VERSATILE ARTIST 


| | required for printing studio 30 
miles from London. Must be 
experienced and able to produce 
good roughs and slick finished 
art work. Knowledge of type 
faces and first-class lettering 
essential. Retouching an advan- 
tage. Also junior with some 
experience and a desire to 
develop. Send specimens with 
fullest details and salary required 
to 

The Leagrave Press Ltd. 

Luton, Bedfordshire 


LONDON COUNTY 
Camberwell School 


COUNCIL 
# Arts and Crafts, 


Required im September, 1050, visiting 
teachers of Typographical Layout on 
various days and evenings The fee 
for a 3) hour sttendance (9-12.50 oF 

©) p.m.) w 44 6 and for an evening 
attendance of 2) hours (6.50-9 p.m.) » 

¢ App ylication form « btainable 
from the Secretary at the School, 
Peckham Road, 5.6.5 


| 

oe RTISEMENT REPRE SENTA- 

TIVE required for Midlands areca 

H.Q. will be Londen, so must either 

be « London man or be prepared to 

come to London once a wee Par 
ticulars of age and experience t 

Box 1126 Ad. Weekly 150 Fleet St BC4 


COMPETENT 
SHORTHAND TYPIST 


in Publicity 


preferably with experience 


Department required by the Roya! 
Doulton Potteries, Oowlton House 
Albert Embankment, 5 £! Write or 


telephone Publicity Manager (Reliance 
1241) tor apporntmenc 


VACANCIES for COPYWRITER, 


JUNIOR LAYOUT ARTIST, PRO 
DUCTION ASSISTANT in Adver 
tising Department of large noem 
Varied and interesting work Superan- 
nuation scheme in operation. Write gv 


ing details of salary and experience to 
180 Pleet St EC 


Box 1120 Ad. Weekly 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


SALES PROMOTION 
MANAGER 


Young man required by London 


Paint Manufacturers to develop 
existing Sales Promotion and 
Pubbhaty Departmen kt 


ewential for applicants t 
hed « thorough traming 
ground work and func 
of advertising and marketing 
with practical cuperience of 
Sales Promotion by direct mail 
Also t 
standing and practical know ledge 


have « thorough under 


of all stages of letterpress print 
ug, block making, etc., and be 
capable of creating and producing 
in rough ettrective layouts end 
effective copy 

lhe appointment us « permanent 
and pensionable one. Write full 
perticulan education, cxperrence 


to 
Box 1106 
Advertiser's Weekly, 160 Fleet, E.C4 


MOCCASIN 


PUBLIC 
MENT 


SHOPMAKERS 
LIMITED manufacturers of medium 
and high grade mens end wo 
branded footwear and distrit 
direct to the retail trade, invite applic 
tons for the post of 
Manager. His duties will be ¢ 
vise the publicity palic f the (Company 
a regards Press \ indow D splays and 
selling aids generally. Applicants must 
have tod practical experience in work 
of « similar character and be prepared 
to reside at Northampton. Applications 
should be addressed to the Managing 
Director, Moccasin Work North 
ampton 


super 


FREE LANCE SPACE SALESMAN 


wanted to handie National advertising 
in 1061 edition of Holiday Publication 
Careulation 60,000 Write in firet 
instance to Stone & Cou Lad. 44 Fleet 
Street, E.C.4 

RELATIONS DEPART. 
ft arge commercial organise- 
tion, with west-end offices and canteen 
facilities, require s secretary shorthand- 
typist, age approximately 25-25. Salary 
according to experience. Write giving 
full particulars to Public Relations 
Officer, 7 Stratford Place, Londen, W.1 


McCANN-ERICKSON 
ADVERTISING LTD. 
require a 
FIRST CLASS 
CREATIVE 


TYPOGRAPHER 


experienced in 


National Advertising 


WRITE 


110 Jermyn Street, $.W.! 
WHITEHALL $411 


VERY PROGRESSIVE FIRM of Toy 


Manufecturers require Assistant De 
signer, age 22-26, capable of creative 
work and versatile in all forms of com- 
mercial art and design, must have good 
krvrwledge ~ peckaging, lispley, 
lettering, catalogue work and reproduc- 
tion processes; excellent opportunities 
of advancement for right man, ideal 
conditions, modern factory, canteen 
Pull details past cxperience, salary 
required, etc., to J. & L. Randall Lad,, 
Meru House, Potters Bar, Middlesex 
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ADVERTISER'S WEEKLY 


PPOINTMENTS VACAN 


PATONS & 
BALDWINS 


Advertising and Publications 
Manager wants an Assistant at 
chiefly to deal with 
the presentation of a very wide 


Brentford, 


range of publications appealing 
to women. Essential qualifica- 
tions: experience in the produc- 
tion of printed matter to the 
highest 


write 


standards; ability to 
copy. 


good 


clear, specific 


accurate proof reading; 


taste 
A working 

typography and 

be an asset 


knowledge of 
layout would 
A worker and not 
a supervisor is required. Write 
details of age, education, adver- 
tising experience and pay ex- 


pected to S. H. Bowden, Patons 


& Baldwins Ltd, Great West 

Road, Brentford, Middlesex 

Mark the envelope ‘‘Assistant."’ 
NATSOPA FEEDER; day night 


b-day week and ©.T ; good con 
and pay. Apply S. Temple, 27 ib King 
Street, W 

GENERAL CREATIVE ARTIST re 
quired by Publishing House with 
agency or studio experience Must 


have sound knowledge of lettering and 
photo retouching. Apply first by letter, 
stating agc, qualifications, cxperience 
and salary 


Box 0668 Ad. Weekly 150 Fleet St EC4 


A LEADING 
FAR EASTERN 
NEWSPAPER GROUP 


has good opening for better-than 
average space salesman The bli 
cations of the ¢ are cady 
outstandingly successful and the man 
engaged will have ao firm f fats 

on which to build. Applicants should 
be of good address, and able to talk 
advertising convincingly Age about 
10-5 The post, which might suit 


man with agency experience w 


advertising enthusiast as we 1s 
salesman, offers plenty of scope for 
initiative, and good prospects. Three 
year contract mn good salar te 
pendant upon alificat . six 
months full pay leave, passages paid 
provident fund. Write 
Bex 1122 
Advertiser's Weebly, 180 Fleet Se. E.C4 
WANTED First-class Commercial 
Artist who is also a capable signwriter 
Experienced in painting advertising 
curtains Age under WO. () i wage 
Apply Magnet Advertising ( Led., 
Newington Chur Street 
ARTIST re r Must 
expenenced ay week 
Pho we Temple Bar O or ca tween 
12 and o clock Studio | fuctions 
Led, 65 Long Acre, W (C2 
AD. TRAVELLER, . ‘ 
wanted Must be a ma { te 
and intelligence with CHO°O)L) ky 
ledge of the Netherlands. preferably 
from having worked the Salary 


and expenses 
Box 1108 Ad. Weekly 180 Fleet St BC4 


ARTIST. Li 


mdon Studio has « vacancy 
for an all round general artist. Position 
offers exceptional opportunity and 
high salary to « First-class man 
Holidays as arranged. Write in confi- 
o- ce Stating ege, salary and experience 


Box 1117, Ad Weekly 140 Pleet St BC4 


Required for 


HONG KONG 


AND 
SINGAPORE 


Artists for old established agency 
handling well-known national 
accounts Must be first-class, 
all round men with extensive 
agency experience. Good salary 
and first-class passage for the 


right individuals. Write full 
particulars to 
Box 1131 


Advertiser's Weekly, 180 Fleet Se., E.C.4 


SILK SCREEN MAN 


ARTIST 


SECRETARY 


required for 
London area. Good wage. Progressive 
position Must be fully experienced 
Box 1100 Ad. Weekly 140 Pleet St BC4 
there one who can draw 
first-class sketches of men's suits and 
raincoats? Not interested in ordinary 
fashion drawin 


Box 1134 Ad. Weekly 180 Pleet St BCA 
REPRESENTATIVE Man or Woman 
wanted on good commission, to obtain 
advertisements for old established 


Holiday Guide, to be published in 
January 1051. Must have good connec 
tion amongst Hotels, Boarding Houses, 
Cafes, etc Write MOSCROP 
LORIMER LTD., & Victoria St., 
LIVERPOOL 


JUNIOR ASSISTANT for production, 


small Agency, some eanenty for art work 
State age and wage 

Box !1 Ad Weekly 180 Fleet St BCA 
SHOR THAND 
TYPIST required for Fleet Street 
office Write giving full detail of 
experience, age anc salary required 
tox 1143 Ad. Weelily 150 Fleet St EC4 


WANTED, young man who believes he 


can sell space Progressive position 
offered on expanding journal in semi- 
technical heb 


Box 1110 Ad. Weekly 180 Pleet St BC4 


AEROGRAPH ARTIST 


One of London's largest Studios 
offers position to retouching artist 
of ability Interesting work in 
colour, and black and white. Photo- 
Litho and Letterpress reproduction 
The work requires a craftsman with 
well developed artistic feeling and 
the experience to colour and re- 
touch photographs and drawings 


of figure work as well as mechanical 


subjects. The engagement is per- 
manent and remuneration com- 
mensurate with the position. if you 


are interested and feel you have 
the qualifications please write or 


ring for appointment to 
PULFORD PUBLICITY LIMITED 


42 GLASSHOUSE STREET, LONDON, W.! 
Telephone : REGent 1084/5 


SECRETARY-ASSISTANT 


wanted 
for Managing Director of Fleet Street 
Advertising Agency Must have 
initiative, drive, and keen interest in 
advertising and marketing The job 
carries responsibility and much of the 
work is confidential. Preference given 
to a student of recognised advertising 
exams. Write 

Box 1115 Ad. Weekly 180 Pleet St BC4 


492 


CLASSIFIED ADVERTISEMENTS 


EXHIBITIONS 


OFFICER. The 
Scottish Committee of the Council of 
Industrial Desi invite applications 
for the post of Exhibitions Officer; 
applications, in writing, giving details of 
age, education, qualifications, and posts 
held, should be sent to the Finance & 
Establishment Officer, Scottish Com- 


mittee, Council of Industrial Design, 96 
Bothwell Street, Glasgow 2; essential 
qualifications are knowledge of architec- 


tural and dispiay design and draughts- 
manship, experience in contracting and 
costing, knowledge of films and exhibi- 
tien work abroad will be added 
qualifications; starting salary {00 «a 
year, or according to experience An 
additional allowance for work on the 
Festival of Britain may be payable up to 
the end of 1951 only 


HARRODS 


have vacancies for 
women in their 
Department 


two young 
Advertising 


(a) to supervise Editorial work. 
(b) to write fashion and general 
copy 


The work in both posts is 
varied and interesting and calls 
for initiative and a pleasant 
personality. Previous exper- 
ience of a similar character 
and a knowledge of fashion 
merchandise are essential. 


Write in the first instance to the 
Staff Manager, Harrods Limited, 
London, S.W.!, giving age, 
details of previous experience 
and salary required 


OUTDOOR ADVERTISING. 


Well- 
known firm of advertising contractors 
require the services of a local repre- 
sentative in the East Anglian areca 
Must be fully acquainted with this 
area and have had previous experience 


in inspecting and s ning sites. Com- 
mencing salary £500 pa. plus com- 
mission and all expenses. Write stating 


age, and full experience to 
Box 1120 Ad. Weekly 150 Fleet St EC4 


LAYOUT MAN 


AND 
COPYWRITER 


There is a vacancy for an 
experienced man with ideas. 
Congenial conditions and 
good salary, for right man. 
Two General Artists also 


wanted Good ‘all-round 
men’ only need apply. Write 
Box 1110 


Advertiser's Weekly, 180 Fleet St., E.C.4 


MEDIA DEPT. ASSISTANT 


OUTDOOR ADVERTISING. 


you 


lady) required Must be quick an 
sccurate at figures and a neat typist 
Shorthand 3 uscfi but not —_- 


Previous experience in a similar pos: 

an adv — this 
Media 

ohn. 


Manager, 
Golden Square, W.1 
Well- 
known firm of advertising contractors 
require the services of a local repre- 
sentative in th and Sussex area 
\ juainted with this 
had previous cxapericnce 
in inspecting and securing sites. Com 
mencing salary (50) p.a. plus com- 
mission and all expenses Write stating 
age, and full experic: 


Box 1421 Ad Weekly 0 Fleet St EC4 


ve Kent 


June 8, 1950 


APPOINTMENTS VACANT 


GOOD NEWS 
WELCOME 
NICE WORK 


or someone else think of something . . . 
ASSOCIATED ARTISTS has pleasure 
in announcing that PRED BALL has 
joined the group as « freelance artist 
after his resignation as studio manager 
of C. J. Lytle (Advertising) Led AA 
is a group of who 
by sharing costs, have obtained far 
better premises and facilities at a 
moderate fee than the man who works 
on his own MO strings to 
these advantages which allow each man 
to work quite independently for his 


freelance artists 


There are 


own chents 
The group invices any specialist who is 
interested, to ring, write or come along 
and hear more about this excellent 
arrangement 


7i BLANDFORD STREET, W.! 
WELBECK 6330 


ADVERTISING 
RETARY. 


TYPIST required for Fleet Street 


FIRST-CLASS 


MANAGER'S SEC- 
Efficient shorthand 
typist with knowledge f copy and 
blocks. Write stating age, salary and 
experience to Princes Press Lad., 147 
Victoria Street, $.W.1! 
office 
Shorthand an advantage s0- ) 
No Saturdays Commencing 
3.10.0. to £4 per week. Box R552, 
rockiec Haslam & Co., 251 Strand, 


LAYOUT ARTIST 
required for growing Agency Studio 


Senior position that demands (1) Agency 
experience imaginative design and 
‘) present m roughs rather better 
than average. Phone Studio Manager, 


CEN 5211, for appointment 


A NEW ADVERTISING 
APPOINTMENT 


BY 


GLAXO LABORATORIES 
FOR KARACHI 


A versatile Advertising man 
is required by the Pakistan 
Company of Glaxo Labora- 
tories Ltd, makers of 
medical and food products 
The successful applicant will 
be a talented all-rounder, 
experienced in sound copy- 
writing and layout, and in 
handling print production 
detail. The post is a pioneer 
one, of responsibility and 
opportunity. Salary will be 
substantial—above £1,000 a 
year, plus satisfactory allow- 
ances. A preliminary train- 
ing period will be given in 
the Company's U.K. Ad- 
vertising Department. 
Applicants, preferably aged 
about 30 years, should write 
giving brief details of career 
and abilities, to Personnel 
Officer, 
GLAXO LABORATORIES LTD. 


Greenford Middlesex 
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APPOINTMENTS VAC 


June 8, 1950 


CLERICAL ASSISTANT female 
® required by ‘ending ad ivertuing agency 
Experience chex a charges for 
process blocks typese iS ane Couneey 
work = an advantage ot essential 
NY Stating age, 
salary required to 
ecretary y's Led., 5 Chancery 
Lane, W 

COMME RCIAL ARTIST. Position 
prespect flered to young man Or 
an Ww v4 rz Able 
fuce good | us and with 
nee of colour and finished art- 
Phone for appointment Lioyd, 

ple Bar “0 


DISPLAY DESIGNER required for 
Department Stor for 
bright » and 
expe tating 
ag xpenence i,t 
Box 1146 Ad. Weekly 180 Pleet St EC4 


ASSISTANT 
SPACE BUYER 


required for leading London ad- 
vertising agency. Man about 30 


preferred. Write giving details 
of experience and salary re- 
quired to 


Box H1i2 


Advertiser's Weekly, 180 Fleet St., E.C.4 


SPAC : SALESMAN with experience 
required in all districts by British 
Exyx rma ing all Trades 
and “ r tutor miy ¢x- 
per m need appl ry satis- 
te terms off it bjection t 
being arrmied by with other 

a Full details and experience at 
t ase to P.M.B. Publishing Cx 
Lid s Littkhe Turnstile, London 
we 


STUDIO MANAGER 
firm. Must be g 


A SENIOR EXECUTIVE 
FOR CALCUTTA 
Is — BY | KEYMERS 


f energy and 
sid be between 
Write, with 
lars, to 


General Manager, 
D. J. KEYMER & Co., Ltd., 
Effingham House, Arundel Street, W.2 


VOGUE has vaca 
dit Pr s exy 
copy-w g 8 ty os 
writing to M { 
aN 
GOOD LEI TERING ARTIST re 
Exy in drawings for 
f mn pury essential Please 
*) 
Ra ex i) Ad. Week ~) F St BC4 
VACANCY g lady as Secretary 
I A an week trade 


— 4 \ Fleet St EC4 


2 
x 
Ae 
+ 
sf 
ee; 
in 
mp 
= 
= 
52 


ri 2 I t G od gnomes 
« " n Dept. M, de Solla Cox 


AMA 


FINISHED LETTERING and General | 


Fleet St ECs | 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | EYSSEERInEnannat) 
| 


ADVERTISEMENT MANAGER with 
10 years’ experience W eckly Publice- 
tion will t 


available m September 


Prowed Sales ability and used to control 
of advert ent department Salary 
and Comrmussion basis 

Box 1124 Ad. Weekly 150 Fleet St BC4 


CREATIVE 
ASSISTANT 
ADVERTISING 
MANAGER 


This experienced man (32) seeks 
greater scope and responsibility 
in Industrial Publicity Intelli- 
gent, quick minded and hard 
working, he has a solid grasp of 
the essentials for distinctive 
advertising, and can handle all 
that is expected of an Assistant 
Ad. Manager—from Ideas, Copy 
and Layout to Administration 
and diplomatic spade-work with 
artists and departmental chiefs 

. for this is his present job in 
one of the country’s largest 
industrial organisations. 

Box 1140 

Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG MAN of 


educated comme 


higt 

rola 
expenenced emerprising 
working offers his 
marketing or 
good refere 

Box 1142 Ad 


services 
Market Rese 
ces supplied 


Weekly 150 Fleet St BC4 


AGENCY 
EXECUTIVE 


Seeks new appointment 
perienced in all 
Agency work—Administrative— 
Routine Creative Exper- 
ienced in Sales Campaign plan- 
ning and all facets of Marketing 
Several years’ experience as 
Advertising Manager handling 
four Nationally Advertised best 
sellers 


Ex- 


branches of 


Box 1114 


Advertiser's Weekly, 180 Fleet Sc., E.C.4 


MALL ORDER Adverts ager 
with practical experier g by 
post secks ang er 
Selary and m basis 
Box Ad. Week 0 Fleet St BC4 

ge agi print PRODUCTION 
bene C Age ing 
sirnilar pos rogr « 

r as Assista A rtising Mas emer. 
Experience u s Space Buying and 
( beer ¢ lac 

Box 41 Ad. Weekly 150 Pleet St BC4 


DIFFICULT 
ACCOUNTS 


ng his owr 
vertised inte 


mpany 
Success on 
me is yours, fora 


which he has ad 
two years hess 
consideration 


paret 


Box 1132 


Advertiver’s Weekly, 180 Fleet Sc., £.C.4 


REPRESENTATIVE years” experi 
ence, own car, highest references, secks 
Salaried position only Rea- 

dent Berkshire 
Box 0657 Ad. Weekly 150 Fleet St BC4 


In your agency 

there is a place for me, if you or 
any senior accounts executives 
require an assistant. it must, 
however, be a post which enables 
me to broaden my experience in 
advertising, to use my existing 
knowledge, gained in more than 
3 years and to indulge my wider 


interests. Interested ? Wont to 
have a talk? O.K. just a brief 
| | note to 


| Box 1148 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


VERSE WRITER, cxpernenced greetings 


Card per line 
Box Ad. Weekly 150 Pleet St BC4 
SOMEONE HAS JUST THE JOB 
FOR A KEEN, Out-of-the-rut man of 
won, Pars and 
ut French and 
but no paper 
& cxperience 
i seeks to start 
Oo arca 


| ADVERTISING, PUBLICITY 
MANAGER large Engineering Co., 
3 4 


jesures I Now 


¥ fear 
sacrifice on 


present work 
salary tor perme 


+ Ad. Weekly 140 Pleet St BCA 


of prod me really firet-class sketches 
for x Lops, cart et Must be 
exceptionally good at children's faces 
figures and lettering Phone Potters 
| Bar 2 
| THE 
TUDOR ART AGENCY LTD. 
representing 


FREE LANCE 
ARTISTS 


| Furnival Sereet, £.C.4 WOL 684) 


HIGHEST GRADE Figure re-touching 


and colouring, Mechanical Subjects, 
Montage, Creneral Studio Work. Really 
quick service Sally Slight Tel 
Mansion House ¢ 


: 
SINESS OPPORTUNITIES 
| 


cuT 
| YOUR COSTS 


Advertising Managers 


consult 
UNIVERSAL SIGN ERECTORS 
For All Outdoor Publicity 


233 Clapham Road, $.W.9 
Brixton 427! 


required ir 


WORKING 


Dine CTOR 


WANTED Advertising Age willing to 

help develop novel, prectical advertusiung 
oradduct, om profit sharing bases 
Box 12s Ad. Weekly I= Pleet St BCA 


HOUSE ORGANS 

Ovur pocket size House Organs written 
specially for YOU will help your sales 
men and create goodwill and tor « 
copy of ‘Food for Thought’ full of in- 
teresting ttle stems of wit, humour and 
good sense = No obligation 

HOUSE ORGANS UNLIMITED Villa Road, 
Post Office, Box 136, Londen, 5.W.? 


ADVERTISERS who require thew Out- 


door pa sblicity carefully inspected by 
trained men m apply 
Box 1150 eckly 180 Pleet St BC4 


SHOW CARDS, CUT-OUTS, 


Book Jeckets. Advertising Folder 
ame by photo-ditho ~ letterpress 
(own photoitho process piam) 
CARILLON PRESS LTD. 
Bournemouth 


London Office: 147 Victoria St. S.W 1 
Phone Vittoria 0661/4 
OFFICE TO LET, 2 light rooms, fet 
floor, in goad bullding yust off Raker 
Street, oul artet of printers London 

Onfi 
Box | Ad. Weekly 180 Fleet St BC4 


or telephone Wel. 6950 
ACCOMMODATION for freelance 
available in Notting Hill Crate 
Maida Vale; 1bs.-30s. per week 

work avatlable 
123 Ad. Weekly 150 Fleet St BCé 
LIGHT ROOMS to let, god Wl 
eddress for Artist and of (Copywriter 
use of phone. Moderate rent and work 
guaranteed 
Box 1145 Ad 


Weekly 140 Pleet St BCA 


SALES AND WANTS 


CONNOR AIRBRUSH mplete with 
compressor, 2 months old New and 
ory £20 of near offer 
Box 0556 Ad. Weekly 150 Pleet St BC4 

FOR SALE. Display frames, window 
bases and display material, et No 


reasonable offer refused. Crerrard #226 


FOR SALE 

At well Below Cost 
Large and varied stocks of aluminium 
alloy sheets available at substantially 

below factory prices 
Enquiries invited for minimum | ton lots 

LEOPOLD LAZARUS LTD. 
Chronicie Buildings, Corporation Street 
Manchester 4 


“cami ee: eee 
ORT MAILING LI 


GUARANTEED MAILING LISTS 


all classifications. Canadas, U.S.A, Cen- 
tral and South America, Australia, and 
New Zealand. Ask for 
special requirements 


catalogue or 

No obligations 

R. Aynstey-Cooper, Villa Road, Post 
Office Box 1346 London, 5.W.9 


PRINTERS 


PRINTING 
Leaflets — Booklets 
Good work — Keen prices 
WINTERBOTTOM & SON 


25 Prince George St., Portsmouth 
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AT G.P.O. AS A 
NEWSPAPER 


ADVERTISER'S WEEKLY 


Advertiser's 


@ REGISTERED 


| BECAUSE 5,000,000 people see Younger Budget 
Films in nearly 1,200 cinemas through- 


out the country every week. 


the campaigns run as planned, with 


clockwork regularity. 


the cost of this national campaign can 

be as low as 2s. per thousand viewers. 

Because those 5,000,000 viewers sit relaxed, absorbed by 

the unfolding tale on the screen. There are no distractions, and 
that means extra pulling power. No competitive products in 
the same film — just absolute concentration on one brand while 


its story is brought vividly to life in motion pictures. 


And not least, because Younger Budget Films have been 
giving solid service for more than 24 years. Youngers’ long 
experience of selecting cinemas and their knowledge of making 


effective films are at your disposal. 


COLOUR Too Live model and cartoon colour films 


are a well-established Younger Service. These first-class colour 


films cost no more to exhibit than black and white films. 
The full facts about Younger Budget Films are 

given in an illustrated booklet “ Extra Pulling Power.” 

A copy will be sent on request. Ask to see the latest 


YOUNGER 
BUDGET FILMS 


A. H. McISAAC, DIRECTOR OF NATIONAL SALES, 


YOUNGER PUBLICITY SERVICE, LIMITED, 
28 ALBEMARLE STREET - LONDON - W.i ~ (REGent 6593) 


Tuurspay, June 8, 1950 


(45/- overseas) 
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HONOURS 


Bruce Stirl 
oa. “Dilustrated 
Charles . c olston, chairman 


and managing director, Hoover 
Lid., member, Dollar Exports 


CM.G. 
Neville Blond, O.B.E., for 


P.R.O. wo Prime Minister. Re 
sented U.K. on United Nat 
Sub-commiasion on freedom of 


Christian Ernest Pitman, past 
reeeens, Bettie Federation of 


Dennis Howson 
ation officer, Council of Indus- 
trial Design. 

Charles Henry Curtis, editor, 
“Gardeners’ Chronicle.” 

Arthur Henry Wren, execu- 
tive officer, Central Office of 
Information. 


Companion of a Rapestet Service 
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WAREHAM IS SHAM IS SKEFCO 


PUBLICITY MANAGER 
G. L. Wareham has A, 4 


the Sk publicity 44 
Skefco Ball Bearing Co. 


Co., Ltd., Chelmsford. 


Ka Murphy, chairman, 
B.D.M.A.A., has written to pro- 
Coceve, ont os of | Soe mail 
strongly ur — 
pints F Survey of st Statistics 
onnaire now being 

Ad. Assn. 


London otine, meer. Preston 
undertaking cam 
for Reliance pow o. (a 
G.E.C. subsidiary), using Lon- 
don dailies, national Sundays, 
and commercial media. Starts 
this week with colour ads, in 


June 8, 1950. Princed im England by Staples 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led, at their office at 100. Fleet Street, London, E.C4. 
Press Limited their Great Titchfield Screet, London, 


(Phone : Chancery 6844) 
establishment. 
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